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Have you seen our booklet, “COLOMBIA, THE LAND Or Corree”’ ’ 
It's delightfully tllustrvated and yours form the asking 


Careful cultivation Coustant experimentation . 


Assure perfect quality the year ‘round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


4 Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y, 
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thoughts 
turn to— 
COFFEE 


J. ARON & COMPANY, INC. 


J. ARON & COMPANY. INC. 


Coffee Importers 


GREEN COFFEES FROM ALL OVER THE WORLD 


NEW ORLEANS NEW YORK SAN FRANCISCO 


NEW YORK Direct Representation NEW ORLEANS 
9! Wall Stree? SANTOS 336 Magazine Street 


SAN FRANCISCO Rio de JANEIRO CHICAGO 
242 California Street PARANAGUA 404 No. Wells Street 


Offices of Representatives in Coffee Producing Countries all over the World. 
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SCHAEFER 
CO. INC. 


* 99 WALL STREET, NEW YORK 5, NEW YORK 


* 302 MAGAZINE STREET, NEW ORLEANS 12, LA. 
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The SHARPLES en Coffee Process is for 
the “SMALLS”... as well as 


Sharples Instant Coffee plants start at 50 Ibs. of soluble coffee per hour, 
and every plant we build regardless of capacity, is engineered for low cost 
future expansion. 


Why not get the facts from Sharples about the truly significant points to 
be considered in a profitable soluble coffee plant—capacity is only a 
small part of the story. 


We'll gladly arrange a meeting at your convenience, 


THE SHARPLES CORPORATION 


2300 WESTMORELAND STREET + PHILADELPHIA 40, PENNSYLVANIA 


~ NEW YORK PITTSBURGH CLEVELAND © DETROIT CHICAGO NEW ORLEANS « SEATTLE LOS ANGELES «SAN FRANCISCO HOUSTON 
(es [natant Associated Companies and Representatives throughout the World 
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IMPORTANT MESSAGE 


ALL COFFEE ROASTERS 
AND DISTRIBUTORS 


Here’s a Way To Increase Your Business 


For years the expansion of any roaster’s or dis- 
tributor’s business has been largely at the expense 
of his competitors. Comparatively few new ave- 
nues for business were developed until about ten 
years ago when we pioneered the idea of supplying 
freshly-brewed hot coffee to industrial plants and 
offices. Coffee brewed right from the bean with 
all the delicious flavor and tantalizing aroma left 
in. 


Getting responsible persons interested in inaugu- 
rating similar services in cities where they do not 
now exist can be the source of a tremendous 
amount of “new” volume business for aggressive 
roasters and distributors. 


There are many cities of 100,000 population and 
over where adequate hot coffee services do not 
exist. In every one of them there is a potential of 
from 500 to 2000 pounds of “new” coffee business 
per week, 

A well equipped service possessed with all the 
know-how and an aggressive management is an 
exceedingly well paying investment. Proof of 


Without Swapping Customers With Your Competitors. 


VACUUM CAN COMPANY 


this is found in those cities where we have assisted 
others in entering this field. 


Roasters and distributors could well devote a small 
portion of the efforts of their representatives to 
seeking responsible prospects with modest capital 
to enter this field in cities where freshly-brewed 
hot coffee services do not now exist. 


Vending devices for dispensing freshly-brewed hot 
coffee are already making serious inroads on in- 
stant coffee vendors despite the fact that they have 
been in existence for little more than a year. 


The services of our Hot Coffee Plant Division are 
at the disposal of those seeking to enter this highly 
profitable field. Recommendations for the proper 
equipment, brewing formulas, shop practices and 
all other necessary information that enables those 
without previous experience to start operations 
without proceeding on the trial and error basis. 
Any roaster or distributor interested in getting his 
share of this “‘new’’ business can get complete de- 
tails from us. 


Coffee Service Plant Division 


19 South Hoyne Ave. 


SEeley 3-8262 


Chicago 12, Illinois 
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This Bar-Nun 
Installation 
CUT LABOR 
COSTS 50% 


With less than half of one operator's 
time, each of these Bar-Nun Automatic 


Weigher 


produces up to 1700) bags per hour 


Baw Feeders, Openers and 


automatically ted, opened,  weigh-tilled 


ind ejected in steady, sustained pro 
duction hour after hour, So, packagii 
labor costs are cut sharply—-by one-hali 
in this plant; by one-third to one-half im 
scores of other Bar-Nun installations 

Can you use that saving? In addition, 
you'll save an equal amount or more in 
coffee overweights, through the Dar 
Nun's extreme accuracy 

\ volume of 3500 or more bags a da 
f ground or whole bean coffee make 
the Bar-Nun profitable investment 
With a volume of 5000 bags 


an expect the Bar-Nun to pay for itsell 


a day, you 


the first year 
Don't overlook these potential saving 


Write today 


details, recommendations and quotation 


without obligation 


on a Bar-Nun Automatic Bag Feedes 


Opener and Weigher 


THIS USER* WRITES: 


"We have three of your Bar-Nun 
Bag Feeders and Weighers in our 
production line. Operation is very 
efficient and the improvement both 
in speed and physical effort is so 
great that we use only fifty per 
cent of the amount of labor on 
each of the production lines. Also, 
we are extremely pleased with the 
accurate weights and the simple 
operation of adjusting the weight.” 


“Name on Request 


B.F. GumP Co. 13135. Avense, Chicage 50, Illinois 


Engineers and Manufacturers Since 1872 


GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “‘AUTO-CHECK”’’ NET WEIGHERS » BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
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isn’t easy— 
but rewarding 


Developing a coffee brokerage and agency business to the point 


where it renders a worthwhile service is not easy. 


Securing reliable shippers and receiving their full cooperation is 
one of the essentials to adequate service. Stull another important step is 
establishing and maintaining branch offices at strategic points in’ the 
United States. 
Most important of all is personnel, the building of an organization 
equipped with adequate know-how concerning green coffee in all its 
ramifications. All this takes time—it necessarily is the product of years 
of Experience. 
RUFENER, MeDOWELL & BURCH, INC, is now in its 61st year of 
catering to the needs of green coffe> buyers. It is satisfying to believe 
that along the way, we have contributed, in perhaps a small way, to the 


growth of some of this country’s most successful roasters. 


WE SHALL CONTINUE TO TRY TO IMPROVE OUR SERVICE 


RUFFNER, McDOWELL & BURCH, INC. 


COFFEE BROKERS AND AGENTS 


SAN FRANCISCO) — CHICAGO — NEW ORLEANS — NEW YORK 


"it pays to trade the Ruffner way) 
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COOL OFF with 
§ GOOD ICED COFFEE 


(Brand imprint) 


Store Poster (20° x 814") 


COOL OFF 
ICED COFFEE 


Bond | | 


Shelf Talker (854" x 314") 


Mobile (approx, 30” in depth). 
Hang your own coffee bag, or your 
can or jar on this special 

platform device. 


FOR BIGGER SUMMER SALES! 


Order these materials to help your customers tie in 
with the “Cool off with Iced Coffee” program 


In addition to advertising sponsored by the Pan- Distribute these sales-promoting aids to your 
American Coffee Bureau, appearing in full color customers early — so that they can make full 
in The Saturday Evening Post, Look Magazine use of them all summer. 

and other publications, a complete merchan- 

dising kit has been prepared for your customers. If you have not received your sample kit of 
It includes all the full-color materials illustrated display materials, callor write the Pan-American 
above — plus newspaper mats and radio scripts. Coffee Bureau. The kit contains an Order Blank 
Both stores and restaurants, of all sizes, can all materials are offered free or at half-cost 
use these materials profitably. to you. 


Pan-American Coffee Bureau 


120 Wall Street, New York 5, N. Y. 


BRAZIL COLOMBIA COSTA RICA CUBA DOMINICAN REPUBLIC 
ECUADOR EL SALVADOR GUATEMALA HONDURAS MEXICO VENEZUELA 
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A. Cans enter Flip Tester. B. Flipped lid of any under- vacuumized can closes electrical contact. C. Reject 
guide shunts off containers with insufficient vacuum. D. Conveyor carries acceptable cans on to caser. 


With Continental's new 5-C Flip Tester 
you can test your vacuum-sealed coffee 
cans at production line speeds —and avoid 


time-consuming spot checks. 


Capable of testing up to 175 cans per min- 
ute, this six-spindle machine fits directly 
into lines between the vacuum closers and 
the casers. The Flip Tester automatically 
detects and rejects any container which 


does not meet your minimum vacuum 


requirements. 


Already a success in commercial operation, 
Continental’s 5-C Flip Tester will test all 
standard coffee cans at any specified vac- 
uum. Why not let this development speed 
production for you? Call your Continental 
representative for full details. 


\ CONTINENTAL E CAN COMPANY 
\ 


Eastern Division; 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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YOURS for the asking 


The booklets listed below contain spectal 
‘zed, detailed information on various sub 
secs This literature 1s yours tor the 
asking 


Merely fill out the coupon and mau 


This is a four-page bulletin with pictures U S T R i E S 
and specifications on a new line of coffee 7 
granulators. The bulletin describes capacity tN The Flavor Field 
und dimensions, special finishing — rolls, 


Operation and maintenance, replacement 


heads, etc. Jabez Burns & Sons, Inc., 
llth Ave. at 43rd St., New York City 


4q MODERN FILLING MACHINES 70th Year APRIL 1956 Vol. 79, No. 4 
A four-page illustrated folder describes 

a complete line of modern filling machines 


and packaging machinery for virtually any A guide to roasting plant tours 11 Spices in New England: Beebe-Center 64 
of your needs. Stokes & Smith Co., 4962 How to arrange such an event Domestic red peppers: Brunson 65 
Summerdale Avenue, Philadelphia 24, Pa for children, civic groups Developments in Zanzibar cloves: 


A checklist of selling aids 12 Williems 66 
Part 1 of a guide to selling 
material for coffee people 
Opportunities in P, O. P. 15 
“Activation” of your product 


The growing demand for herbs: 
Mangravite 67 
Spices and ocean shipping: Speights 68 
at the point-of-purchase Spice publicity in Canada: McKeen 69 

7 Damage to Grenada cloves: Hughes 70 
machine, is described in a new four New roaster volume 
In-plant coffee service offers Vital subjects at FEMA convention 5 


page illustrated catalog issued by the ; 
Schutz-O’Neill Co solid profitable new business Vanilla takes the spotlight: Wendt 77 


10—surerrine PULVERIZER 

The principle of pulverizing by air 
attrition and impact, with simultaneous 
classification and recycle in a_ single 


Minneapolis 15, Minn Coffee-break for food store customers 19 Pure vanilla raises its voice: - 
U. S. marks Coffee Day 20 Salomon 9 
Instant coffee’s share of the market 24 Frends in essential oils: Coutin 81 
D)—riar BAG PACKAGE Superior markets vacuum coffee The outlook on alcohol: Bennett 82 
_ This four-page illustrated folder describes over restaurant counters 30 New packages up sales 85 
German-made automatic flat bag filling and Salada Tea’s new packages 43 
— ey _High speed types are New size, shape, design, color Departments 
said to fill and seal up to 130 bags pet achieved in basic revamping Trade Roast—cartoon 17 
minute. Gebr. Holler, Mashinenfabrik, Mark 19 
sentative: Ulbeco, Inc., 19 Rector St, New nother Letters to the editor 21 
York City. _ paper from historic symposium Solubles 24 
Examination and tasting of tea 6 
Part 2. A review of methods 
12 ‘ceiiaitiin: iii used to evaluate the product On the menu 40 
A profusely illustrated folder which ex ASTA’s first 50 years: Leonard 33 Ship enttinge 
plains the line of Gump Coffee Granulizers Basic spice trends: Wands 55 Coffee outlook, movements 40 
was recently issued. Included are details Looking ahead on spice publicity: Editorials 41 
ym the new Style “E’ Granulizer, as well Lynch 56 Tea movements 49 
as facts about the four sizes of Granulizers, ASTA convention program 58 Spice millings 83 
each available in two models. B. F. Gump 
What's happening in pepper: Polak 60 News from key cities 87-91 


Co., 1325 S. Cicero Avenue, Chicago 50 


13 Publisher, E. F. Simmons: Editor 

STORE GRINDER Kinaoff: Business Manager, FE. Redmond: Circulat Manaaer, k. Patterso 

new Super Grindmaster Model No. 500, We Mck California 


which supersedes the company's regular 


Grindmaster, featured for the past four Hall, 5030 Golden Gate Ave., Oaklana 18, Chicago ( el. M 2318 W 
years. Operation is fully automatic. The Ave. Mexico City Douglas Grahame. Apartado 269% Rio de Janeiro A Sa 
grind plate is on the front of the machine, Filho, Rua Quitando 191; Santos I Catunde. Prace Ma 29.5/2 
in full view of the customer, and the 
grinds are indicated with an illustration of Subscription: $4.00 per year, Ss ie $4. 50, Canada: * 00, Foreign. 
the brewing device, as well as by name ' 

Published monthl Copyright 1956 by The S eM rut lr 
American Duplex Co. 815-827 West ye 
Market St., Louisville 2, Ky 106 Water Street. New York 5, N. Y 


SPICE MILL PUBL Co. 
106 Water 8t., New Vork 5, 


Please send me the booklet whose numbers 79th Year 
| have checked | 
sO 90 10f 12 13 | 


Firm Name 


eee Adtran Pioneer Publication in Coffee, Tea, Spice, Flavor 


City and State 


Signature 


APRIL 


1956 


< 
Formerly THE SPICE MILL Paes. 
| | ] } ' 
th 
2 
5 
: 
~ 


“‘thermalo’’ 


got to do with 
your customers? 


“THERMALO ROASTED" 
MEANS EVERYTHING 
TO THE CONSUMER 


Thermalo, the only roasting method in which heat 


applied is absolutely uniform... . 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, using temperatures less than half of 


those used in other methods... . 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, with high velocity circulation which re- 
moves chaff and smoke from the roasting cylinder... . 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, assuring full development of flavor and 


aroma without scorching or soot... . 
MEANS A BETTER CUP OF COFFEE! 


Thermalo, which gives you even development with- 


in each bean from the center out.... 
MEANS A BETTER CUP OF COFFEE! 


AND NOTHING GETS YOU MORE CUSTOMERS AND 
MORE SATISFIED CUSTOMERS THAN A BETTER CUP 
OF COFFEE! 


AND SONS, INC. 
llth Avenue at 43rd Street © New York 36, New York 
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how to organize a 


Thi; sugeestion outline of how to organize a school tou 
of your roasting plant was prepared by the Pan-American 
Coffee Bureau as one way, among others, roasters might 
mark Coffee Day, April 11th, im ther communities 


We the outline sound wt can stand ay a basi 


vhide for arranging Coffee Plant tours al any time 


As pre ehled the 1S for whool Vows 
the material would, however, apply equally well to plant 


Olhber community Ps 


A. Your guests and how to invite them 


1. The arranging of a tour through your roasting 
plant ts, in reality, a simple procedure, but it does require 
planning. It would be well to select one person from 
your organization to take charge of the plans and to 


handle the entire event 


2. The number of school children and teachers to be 
shown through your plant will depend on two factors 
(a) The size of your plant 
(b) The amount of time you wish to set aside for 
this purpos« 

If you have a small plant, you will necessarily need 
to keep the size of the groups small enough so that they 
can be handled with ease and safety. Groups of 20 to 

pupils should be tdeal for most plants, but larger 
organizations might want to expand this number to 40 
or, at the most, 50 students 

If you want to use only a single day for these tours, 
you will first need to figure out approximately how long 
it would take for a group to be shown through your 
plant. Perhaps you would decide to accommodate two 
Lrouy Ss during the Morniny ind two other xroups dur 
Ing the afternoon Enough time should be allotted so 


that your guides will not be rushed. 


3. If you plan to accommodate four or five groups 
in a single day, you might choose the classes to be in 
vited by the simple means of selecting those in- which 
the children of members of your staff are enrolled This 
way, you could ask only as many as you wish to accommo 
date and the invitation could be extended directly to the 
teacher or school principal. Should you wish to expand 
this program for an entire week, it would be best to direct 
your invitation to the Board of Education and let school 
officials settle the details In this case, however, you 
should set definite limits to the number of students to be 


included in each grouy 


i. Children below the sixth grade level would get 
little value from a tour through a roasting plant It 
would be best to limit your guests to those in the sixth 


grade and grades above that 


APRII 


of your roasting plant 


tour 


Visitors on a tour of the Maxwell House Coffee plant in Hoboken. 


B. How to conduct the tour 


1. The on-the-spot view of the inside workings of a 
cottee roasting plant will of course the main objective 
of the tour However, each group to visit the plant 
should be given a trendly welcome by a company official 
This greeting should be briet 
filmstrip, you will find that “The story of cottee (avail 
able from PACB) will provide a fine backyvround for the 
trip through your plant. Tt explains in a series of pictures 


», Tf you have a suitable room for the showing of a 


(and in the commentary to be read aloud as the pictures 
are shown ) exactly how coffee is vrown and processed 
before it reaches the United States 


Incidentally, the filmstrip takes about 15 minutes for a 
complete showing Following the filmstrip, the tour 
itself then can begin with a word or two to this effect 
We've seen how coffee is grown and what happens to 
it before it reaches the United States. Now we'll see how 
It 1S prod essed in this country 

3. Experienced employees with friendly personalities 
will make best guides They shor ld be able to answer 
countless questions as they go along ind, at the same 
time, pont out the vartous steps in the roasting and 
packing process 

4. Guides should be advised sv advance of the exact 
route they are to take in showing the plant. If possible 
they should also be given a chance to rehearse the entire 
procedure 

Your entire staff also should be advised of the tours tn 
advance Surveys show that employes morale always in 
creases at such times and that every worker takes pride in 
being able to demonstrate his function Ihe result is that 
production actually JUCVEANES during an ope n house tour 

5. It is wise to make certain that you have enough adult 


(Continued pag 
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a checklist 
of coffee selling aids 


What sellug atds ave available to you, the voasier, to 
build your brand sales?’ What booklets, filmstrips, television 
material, vadio spots, press releases and other items can you 
pul lo Wie wm bringing the coffee slory lo housewives, to food 
ilove executives and restaurant Operators, even to your own 
aff 

Here's a checklist which tells you, wem by item, what 
each 15, how to use uw, what wt costs, and where to get it 


Television and radio material 


Item: Television spot material on iced coffee. 
What it is: 


television projection ), two slides and two versions of an 


Iwo telops (a telop is a picture made for 


iced coffee commercial which features regular iced coffec 
float cream) 
Telops and slides are necessary to permit local stations to 
choose the right material for their equipment 

How to use it: Buy 20-second spots on your local tele 


and an iced coffee (iced coffee with ice 


vision stations and use this material to have your own tele 
vision campaign on iced coffee 

What it costs: $1.00 for two telops, two slides and two 
fipts 

Where to get it: Pan-American Coffee Bureau. 


Item: Iced coffee radio commercial. 

Whai it is: A radio script emphasizing the points the 
Pan-American Coffee Bureau's advertising will highlight 
all summer long on iced coffee. In three lengths: 15 
seconds, 30 seconds and one minute. 

How to use it: Put it onto the air during your radio 
time as is, of adapt it to fit your brand 

What it costs: No charge 


Where to get it: Pan-American Coffee Bureau 


Point-of-purchase — food store 


Item: Iced cotfee mobile 

What it is: This is the “big gun” in the 1956 iced cotfee 
drive, It is a mobile--one of the most modern display 
about 30 inches deep, to be suspended from 
Your brand ties in through 


can, bag 


techniques 
the ceiling of the food store 
the use of one of your actual coffce packages 
of jar 

How to use it: Have your salesmen arrange to suspend 
it from the ceilings of their tood stores, above the coffee 
departments, They can point out to the food store oper 
ator it can stay up all summer, and be used by him as an 
institutional display after an initial period 
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The ems are grouped imto four main categories Point- 
food store and restaurant; coffee back- 
ground material; and television and radio material. 

The stems ave those available in the main, from the Pan- 
American Coffee Bureau, 120 Wall Street, New York 5, 
N. Y.; the National Coffee Association, 120 Wall Street, 
New York 5, N. Y.; and the Coffee Brewing Institute, 551 
lifth Avenue, New York 17, N.Y 


purchase mate tal 


What it costs: 50¢ each. 
Where to get it Pan-American Coffee Bureau. 


Item: Iced coffee shelf talker. 

What it is: An 8% by 314 inch shelf display, with a 
It includes space for 
Recipes tell 


recipe pad which has 100 sheets. 
local imprinting with your brand name. 
shoppers the best ways to make iced coffee and new ways 
to serve it 

How to use it: Have your salesmen arrange to put it 
right on the shelf where your own brand is stacked. A 
can, bags or jars will weight it down, or it can be Scotch 
Taped for greater stability. Salesmen can point out to store 
operators how the recipes help sell more coffee and related 
items. 

What it costs: $10.00 per 100. 

Where to get it: Pan-American Coffee Bureau 


Item: Standard Coffee Measure. 

What it is: A plastic measure holding the equivalent 
of two level measuring tablespoons of coffee. Available 
in red, yellow, green and blue. Brand name can be im- 
printed, 

How to use it: As a premium, packed inside 
It can also be sent 


or banded 
onto—the standard coffee packages 
by mail or be distributed at demonstrations. 

What it costs: $15.00 per 1,000, f.0.b, North Bergen, 
N. J., Brand addi- 
tional 

Where to get it: The Coffee Brewing Institute, Inc. 


plus shipping charges imprinting 1s 


Item: “How You Can Make Good Coffee Every Time” 
leaflet 

What it is: An cight-page leaflet for consumers 
directions for brewing hot and iced coffee in vacuum, 
Has space for brand 


Gives 


drip and percolator coffee makers 
name imprinting, which is to be done locally. 

How to use it: Have your salesmen distribute it to food 
stores for bulletin boards, recipe sections and point-of- 


purchase literature dispensers. It may also be used by 


TEA INDUSTRIES and Th Flavor Field 


roasters as a mailing piece, as a premium, and in answer 
ing questions from consumers. 

What it costs: $13.50 per 1,000, postpaid. 

Where to get it: The Coffee Brewing Institute, Inc 


Item: Coffee-break window poster 

What it is: An 18 by 12 inch poster, in color, to pro 
mote coffee and related items in grocery stores. It has 
a blank area for brand imprint and price. It reads 
yourself a coffee-break! . Get what coffee gives you! 
... Mid-morning . . at all meals.” 

How to use it: Have your salesmen arrange to Scotch 
Tape or tie it to windows, as a pillar wrap, as a wall 


‘Give 


mid-afternoon 


piece in food store accounts. 
What it costs: $2.00 per 100. 
Where to get it: Pan-American Coffee Bureau. 


Item: Coffee-break shelf card. 
What it is: A 13 by 6!/, inch shelf card, in color, read 
area for 


ing “Give yourself a coffee-break!” It has an 


imprinting with brand and price. The card is scored for 
folding for shelf positioning 

How to use it: Have your salesmen arrange for placing 
(Can also be 


used in restaurants as a ‘king-size’ table tent and at the 


on coffee shelves in all food store accounts 


cash registers. ) 
What is costs: $2.00 per 100 
Where to get it: Pan-American Coffee Bureau 


Item: “Coffee "Round the World” booklet. 

What it is: A 12-page booklet containing coffee recipes 
from many different countries, and coffee history high 
Illustrated with line drawings 
Distribute it 
Make it available to women’s clubs 


lights. 
How to use it: 
mium or a giveaway. 


to housewives as a pre 
to use as souvenirs. 

What it costs: $5.50 per 100 

Where to get it: National Coffee Association 


Point-of-purchase — restaurant 


Item: Iced coffee window poster, 

What it is: A 20 by 814 inch poster, in color, reading 
“Cool off with good iced coffee.” It has an area for local 
imprint. 

How to use it: Restaurant operators can use the snowy 
background border to list the price or related menu sug 
zestions. It can be posted on back-bars or windows, (For 
food stores, the white area can be imprinted locally with 
your brand name. The poster can be used in windows, on 
walls, as a pillar wrap, and on your trucks. ) 

What it costs: $3.50 per 100 


Where to get it: Pan-American Coffee Bureau 


Item: Iced coffee back bar strip. 

What it is: A green, white and black bar strip measur 
ing 15 by 414 inches. It Try our delicious iced 
coffee.” 

How to use it: Have your salesmen paste if on the back 


reads 


wall of lunch counters, get it displayed in restaurants 
put it on windows. 

What it costs: $11.00 per 1,000 

Where to get it: National Cotfee Association 


APRIL, 1956 


Item: Cotfee-break window streamer 
What it is: A 163, by 6,4 inch streamer, in color. It 
cottee-break!" It has an open 
area on which is printed ‘coffee and. .,” 


reads “Give yourself a 
so the restau 
rateur can feature items served with coffee, and price 

How to use it: Have your salesmen arrange for post 
ing on windows, doors and backbars of public feeding ac 
counts. 

What it costs: $1.00 per 100. 

Where to get it: Pan-American Cotfee Bureau 


Item: Coftee-break poster 

What ic is: A 14 by 5 inch poster, in color, which 
reads “Come in . Give yourself a cotfee-break!” 

How to use it: Post on windows and doors at all public 
feeding accounts 

What it costs: $1.00 per 100 

Where to get it: Pan-American Coffee Bureau 


Promotion material — general 
Item: “The Story of Coffee” film slide-strip 
What it is: A 48-frame. 

color, which presents the history and production of 
It is avail 


35mm, film slide-strip, in 
cotfee, as well as its place in our way of life 
able with a recorded narration or with a mimeographed 
script which can be used instead 

How to use it: An excellent coffee public relations tool 
for presentation to community groups, such as schools, 
church auxiliaries, civic organizations, Parent-Teacher As 
It is also good for presentation as bast 
material to local grocery 
Use it with a 2 by 2 slide projector with a film adapter 

What it costs: $3.50 $2.00 
with mimeographed script 

Where to get it: Pan-American Cotfee Burcau 


sociations, ete 


coffee and restaurant groups 


with recorded narration, 


Item: “New Horizons tor Coffee Promotion 

What it is: An 18-page booklet summarizing the mo 
tivational study on coffee conducted for the Pan-American 
Coffee Bureau by the Institute for Motivational Research, 
Inc. It has recommendations for six broad areas of pro 
motional activity and summaries of how people think of 
coffee and coffee prices 

How to use it: Put it into hands of your sales, adver 
adver 


tising and merchandising chiefs, as well 


It can be considered a background 


Als your 
tising agency people 
reference for the development of campaign approaches 
and ideas 

What it costs: Free, in limited quantities 

Where to get it: Pan-American Coffee Bureau 

Item: “The Story of Coffee from seed to 
pamphlet 

What it is: A pocket-size cight-page foldout pamphlet 
It tells, concisely 


cup 


with color illustrations how coffee ts 
grown and cultivated, and includes instructions for brew 
ing good coffee 

How to use it: Have your salesmen carry it to answer 
Dis 
Make 


imprinted 


questions by restaurant or food store customers 
to the accounts for their own information 
clubs. ete It 


tribute 
it available to schools can be 
with your brand name 


(Continued on page 
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A good cup of coffee can put new life into the late shift... 


Today no coffee container 
but nothing can be done for coffee that has lost its fresh- in the world can offer you 


ness. That’s why Canco engineers invented the vacuum better flavor protection 
: han the vacuum. pack 
can in the first place to protect the good coffee you roast ee 

can, originated by Canco, 


right up ‘til the time the consumer uses it. 
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Or can you pay off in ideas ? 


This article is from the presentation by Mr. Head, an 
account executive with Batter, Barton, Durstine & Osborne, 
Inc., at the coffee seminars sponsored by the Pan-American 


Coffee Burean in New Orleans’, San Francisco, Chicago and 


New York 


When we think of point-of-purchase many of us may 
frequently think of point-of-purchase display material. This, 
in turn, may bring other thoughts, such as expense, difhculty 
of installation and that horrible word “waste, which the 
display people find so distasteful 

Actually, product activation need be neither expensive 


When the 


t is usually because of poor planning, Of poor 


nor wasteful, these factors enter into activa 


tion picture 
execution of a point-of-purchase program, or both 
activated in 


Fortunately, coffee departments are well 


many retail grocery stores today. Improvements can_ still 
e¢ made, however, and that's one of the things the Pan 
American Coffee Bureau is working toward right now, as in 
dicated by the coffee department mobile display piece for the 
upcoming iced coffee campaign. This mobile will do a lot 
to activate the entire coffee department. But your concern, 
of course, and quite naturally, is your own brand or brands 
What can you do to get 
your brand or brands? 
Well, let's start at the beginning 


you have accessibility 


activation and dominance for 
Let's say you have 
your brand in stock Let's say your 


advertising is good —you have acceptability So there you 


sit But, how do you sit? Activation in retail stores 1s 
relative; simply being in there isn't enough if another 
brand is in a more attractive package, if another brand 1s in 
a better shelf position, if another brand is displayed in 
larger quantity 

Let's not lose sight of the fact that last year around 
85% 


service stores, 


of total U. S. grocery stores sales were made in self 
In other words, consumers shopping self-ser 
vice purchased more than 85% of the groceries sold in the 
US These customers shop 
ping strictly on their own with no one to make suggestions 


This applies to coffee, also 


or influence them, made their own buying decisions. What 
brands did they buy ? 

They bought the brands which had a reputation of quality 
at fair prices. In most instances this may have been any 
one of several 
shoppers may have been pre-sold on a number of brands 
which had good and sufficient advertising supporting them 
In such cases, the chances are the brand which got the sale 
was the brand which demanded consumer attention through 


accessible brands because these self-service 
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Do you have to buy store “activation” for your coffee ? 


opportunities in p. o. p. 


By RALPH HEAD, Director 


Point-of-Purchase Advertising Institute 


Point-of-purchase units for product “activation”. The Borden's In 
stant Coffee floor stand holds two cases of jumbled jars. It's in 
four colors—blue, brown, red and yellow. The Instant Maxwell 
House Coffee floo stand is in two colors, red and black. The giant 
replica of the Nescafe jar—in tan, red, and brown—is designed for 
jumble display of two cases of the product. Each piece was cre 
ated and produced by the display division of the Gibraltar Corru 
gated Paper Co., and is printed by that company's VARNICOLOR 
process on white corrugated board. Lithography for the Maxwell 
House display was supplied by Palmer Associates, for whom Gibraltar 
Corrugated made the unit. 


activation and dominance. In other words, the brands which 
customers saw first, most and best as they shopped in self 


service stores probably enjoyed greatest sales 


The outstanding example of activation in the coffee field 
of course, 1s the manner in which some of the chain grocery 
And in 
almost every area you find a local brand, or brands, doing 
What are some of 


organizations activate their own brands of coffee 
a good job for the same reason these 
positive factors of activation? 


First of all there is the package itself. If your package 
is sitting on the shelf in the same old Mother Hubbard it 
wore years ago while a competitive brand 1s stting there in 
a 1956 model evening gown--well, figure it out for your 
self. Many of the sacred cow designs retained for many 
years by fond parents have finally had to be replaced or 
redesigned as the battle of the packages on self-service 


shelving grew more intense 


Your 


Your 


Have you taken a good look at your package lately? 
package can work for you at the point-of-purchase 
package can help your brand become activated 


(Continued on page 28) 
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Despite the intensive sales effort put forth by the coffee 
industry, there remains practically untapped, a market 
from 7,000,000 to 10,000,000 pounds of coffee annually. 

This market is 
potential. It is a 
coffee roaster, one which represents a solid added outlet 
for his coffee. 


one phase of the great coffee-break 
phase with special attractions for the 


Moreover, it is a market which he can help bring into 
existence in his own area. 

For these reasons, we are outlining the market, to 
gether with a little history on it. It can mean substantial 
business to individual roasters, as well as more volume for 
the industry as a whole. 

The market is a volume business, calling for deliveries 
ranging from 300 to 2,000 pounds weekly. Moreover 
it requires no service 
Central 


and this is every roaster’s dream 

We call this field 
brewing plants are installed and hot coffee is delivered 
in bulk in Aervoid stainless steel containers to industrial 
plants and offices for their in-plant coffee breaks 


industrial coffee service 


More than ten years ago, the Vacuum Can Co. of Chi 
cago saw a need for this kind of service and established 
a pilot plant in their city. They devoted a wealth of 
time and effort to research in proper brewing methods, 
suitable equipment and all other facets of the service. The 
idea caught on gradually in Chicago. Within a year their 
volume had increased to a point where it was a thriving 
business. 

Speaking through these services to increase the sale 
of their Aervoid containers, they ran advertisements in the 
Wall Street Journal offering to aid others with modest 
capital who wanted a business of their own 

As a result, there are now more than 20 similar services 
in different parts of the country, dealing exclusively in 
freshly-brewed hot coffee 

This company believes that the coffee industry could 
benefit itself greatly by secking to get other responsible 
parties interested in this venture. 

To equip a plant properly for operations in a city of 
100,000 or over requires an investment in equipment of 
approximately $10,000 Of course, additional capital 
should be available to carry on Operations until a profit 
able basis is reached. The break-even point has been es 
tablished in most instances at 100 gallons per day, and 
when a volume of 500 gallons is reached, a net profit be 
fore taxes of from 15% to 20% is well within reason 

No more than a week's inventory and a staff of only 


the Additional 


help is taken on only when an increase of business war 


three employes are required at start 


rants 


There are upwards of 100 cities in the country with 
100,000 or more where adequate hot 


populations of 


By R. W. BLAIR, General Manager 
Industrial Hot Coffee Service 


new volume for roasters via the coffee break 


coffee services are not now in operation, Any of all ot 
these locations offer excellent opportunities for those in 
terested in owning their own profitable business 

No previous experien © is required as Vac uum Can is 
prepared to offer the benefit of their long experience to 
any responsible parties possessed of modest capital and 
a desire aggressively to promote such an undertaking 

It is significant that these hot coffee services are en 
tirely “plus” business, taking away nothing from existing 
business. They install hot coffee breaks in plants and 
offices where such breaks do not now exist 

While it is not particularly advocated that roasters or 
distributors enter this field themselves, it would certainly 
be well worth a small part of their representatives’ etforts 
to interest others to embark in this highly desirable and 
profitable business. One the 
equivalent of perhaps six of seven existing accounts. This 
weaning an 


such customer would be 


would be creative business, not based on 


existing account away from a competitor 
Alert sales directors are always seeking new avenues 


of business. In the past their principal method of getting 


additional coffee business was to take it away from some 


one else, as most outlets for coffee business were pretty 


well covered 
I would appear that there could be no more direct way 


to increase coffee sales than to create ‘plus’ business by 


promoting industrial hot coffee service plants in those 
in existence 


cities where adequate services are not now 


R oast 


By DOUGLAS WOOD 


} 
“Rumors of devaluation 
today 
are now denied. But 


some sources still see it 
as 4 possibility * 
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e CENTRAL AMERICANS SALVADOR COSTA RICA 


MEDELLIN ARMENIA MANIZALES 


COLOMBIANS TOLIMA GIRARDOT LIBANO 
-ECUADORS 


BEST MILD COFFEES 


FOR YOUR BEST BLENDS USE 
THE BEST MILD COFFEES IN 
THE WORLD WHICH ARE 
PRODUCED IN: 


COSTA RICA CUBA - 
DOMINICAN REPUBLIC - 
ECUADOR - EL SALVADOR - 
GUATEMALA + HAITI - 
HONDURAS + MEXICO - NICARAGUA - 
PANAMA + PERU - 
PUERTO RICO - VENEZUELA 


FEDECAME (FEDERACION CAFETALERA DE AMERICA) 
ADDRESS: FEDECAME «+ 860X739 SAN SALVADOR, EL SALVADOR, 


| 
| 
3 J he — 
\ 
| 
18 77 EA INDUSTR i The Flav Field 


Marketing 


advertising . . . merchandising . . . promotion 


A typical coffee bar in one of the Jitney Jungle stores. 


Chain food stores try 
coffee break for shoppers, 
find overall coffee sales up 


Give food store shoppers a chance to have a tree 
coffee-break,and you'll not only build goodwill for your 
food store account, but increase its overall coffee sales 

This has been tried and proven by seven Jitney-Jungle 
stores scattered the 

These stores, which have special coffee bars so that 


across country 

customers can help themselves to a freshly-brewed cup 
time, found that the little effort involved 
Not only are customers pleased by this special 


at any have 
pays off. 
service, but they have increased their coffee purchases up 
of 35%. Sales of Jitney-Jungle’s own brand, 


Jungle Queen, featured at these bars, have increased more 


wards 


than ten times. 

In handling this simple operation, Barney D. Lay, vice 
president of Jitney-Jungle Inc., reports the following 
procedure: 

“We always locate the coffee bars at the rear of the 
At 
location, it is easy to assign responsibility for making 
the coffee to one of the market personnel. This duty is 
At the bar, we use a four-burner cotfee 


store, usually near the self-service meat cases this 


assigned weekly 


unit as well as an urn. Absolutely fresh coffee is ready 
for the customers to serve themselves from eight o'clock 
in the morning until the store closes at 9 p.m. in the 
evening 


Mr. Lay adds 


the ‘extra’ service and tell us that they just would not 


‘Our customers are very happy with 


be happy shopping elsewhere because they miss their 
We also that the make 


up their little groups each morning and instead of meet 


coffee too much. found ladies 
ing in one of their homes for the morning coffee and 
visit, they come to Jitney-Jungle for their coffee and 
shopping.” 


Important, too, is that these coffee bars are a handy 


APR 756 


IL 


This,” 


way of providing employees with a cotfee-break. 
Mr. Lay said, “has definitely helped in raising employee 
morale.’ 

Jitney-Jungle’s management is so enthused about the 
ot that all new stores being built 


will include space for a cottee bar, 


SUCCESS this venture 


Ehlers sounds “A’ for safer driving 


In the interest of safer driving, Albert Ehlers, Inc 
Brooklyn, N. Y., packers of Ehlers Coffee, have develop 
ed a colorful bumper strip for use on automobiles 


first, it cautions 


The strip has a two-fold purpose 
drivers to pass on the left and not the right; second, it 
invites you to “Sound your ‘A’ for Ehlers 

The strips are printed on black grounds in bright red 
They're easily applied by simply removing a protective 
backing and applying directly to the car bumper. All 
in all, the strips are an ingenious way to serve the publi 
interest while reminding the same public to ask tor 
Ehlers 

Ehlers dealers have been supplied with the bumper 
strips. Additional strips may be obtained by consumers 
by mailing two labels from a jar of Ehlers Instant or 
two from Ehlers Coffee cans to the 


opening Strips 


( ompany 


CBI's Laughery shows how to make coffee 


on “Good Morning’ television program 


TV's “Good Morning” began with good coffee recently 
when coffee brewing techniques were featured as an eye 
opener on the C.B.S. network program 

Appearing as a guest on Will Rogers Jr.s new show, 
“Good Morning,” Eugene G. Laughery, general manager of 
The Coffee Brewing Institute, discussed the “ideal” cup of 
coffee and how easily it can be brewed 

In the course of the show Mr. Laughery made coffee in 
Mr. Rogers’ favorite appliance The CBI rep 
resentative told early-morning viewers about the importance 
ot fresh 
coffee and water 


a percolator 


cleanliness and correct) proportions, as well as 
“A very good cup indeed,” said Mr. Rogers upon tasting 
the coffee. He congratulated Mr 
and aroma 
The “Good Morning 
through Friday each week, is carried by 80 affiliates of the 


Columbia Broad asting System 


Laughery on its flavor 


show, which 1s presented Monday 


Nestle ties coffee break to “beauty break” 


beauty break 
the 


The coffee break is being tied in with the 
as the result 
Nestlé Inc 
facturer of hair preparations 


of a between 


and Helene Curtis 


cooperative arrangement 


Inc., a leading manu 

As a premium with the purchase of permanent wave kits 
beauty parlor operators are offered a Helene Curtis-Nescafé 
Hospitality Kit, which includes a Silex Electric Boilmaster 
Instant Coffee Maker, plastic cups, paper napkins, a jar of 
Nescafé and a window sticker inviting patrons to “Come in 
and Relax” 

The offer will be advertised to the trade by the Helene 
Curtis firm. The premium has the triple aim of giving beauty 


with a cup of Nescafé 


patlors an added attraction for their patrons 
Helene Curtis Wave Sets 
strating the flavor and convenience Nescafé 


promoting 


sales of Permanent and demon 


of 


1 
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Coffee Day marked by U. S., 
Latin American republics, 
as part of Pan American Week 


The United States and the 20 Latin American republics 
which constitute the Organization of American States paid 
special tribute to coffee—the beverage and the commodity 
when Coffee Day was proclaimd in Washington, D. C., on 
April 11th 

Coffee Day was part of the celebration of Pan American 
Weck, April 8th-I4th, designated by the Organization of 
American States to commemorate the friendship, interde 
pendence and yood neighbor relations which exists between 
its members 

Coffee is the only commodity or product honored by a 
special day during Pan American Week, a tribute to the 
mayor contribution it makes to both the social and economic 
well-being of the Americas 

As a beverage, coffee 1s enjoyed by 970% of the families 
in the U.S. who drink it at the rate of 120 billion cups 
annually, it was pointed out. Coffee is the basis of a 2), 
billion dollar U.S. coffee industry, an important product on 
the shelves of every grocery store, and an essential item on 
the menus of restaurants, drive-ins, and food counters across 
the country 

As 4 commodity, coffee is Latin America’s largest export 
and the United States’ biggest import. With the exception 
of petroleum products, it 1s the leading commodity in world 


trade 
Ihe dollars which Latin America earns from coffee are 
important im turn to the United States. They were used 


by the Latin American republics in 1955 to purchase more 
than a billion dollars worth of goods from the U. S. 

To help the millions of Americans who enjoy coffee daily 
know more about its contribution to the economies of both 
the U.S. and Latin America, the Pan American Union dis- 
tributed 40,000 copies of a special booklet on coffee in con- 
nection with Coffee Day. The booklet, prepared by the Pan- 
American Coffee Bureau, is entitled “Coffee 1956—Currency 
of the Americas.”’ 

Also as a part of the celebration of Coffee Day, the Pan- 
American Coffee Bureau distributed newspaper and radio 
releases, special fact sheets for editors, and other information 
concerning coffee’s contribution to countries of the Western 
Hemisphere 

The Bureau in addition prepared a special information 
kit to assist U.S. coffee companies in telling of coffee's role 
in the many communities across the country. 

Included in the kit were speeches to be given by local 
officials on Coffee Day, a radio and television interview, 


and newspaper and radio releases for local distribution 


1955 roastings at 18,813,000 bags, 
U. S$. Dept. of Commerce survey shows 


A “probability sample’ survey conducted by the U.S 
Department of Commerce indicates that 18,813,000 bags 
of green coffee were roasted in the U.S. during 1955 against 
17,601,000 bags in 1954. 

The report says this total includes 2,323,000 bags of 
green used for soluble in 1955 (12.30 of the grand total) 
against 2,052,000 bags (or 11.77 ) in that category in 1954. 
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Dear Sir: 


LETTERS TO THE EDITOR 


Dear Sir: 

I make reference to your February issue. 

With great pleasure I see a real start in the promotion 
of iced coffee. Mexico has been interested in this pro- 
motion for a long time. 

In May, 1955, during the meeting of the board of di- 
rectors of the Pan-American Coffee Bureau, a committee on 
wh-ch El] Salvador, Ecuador, Cuba and Mexico were repre 
sented proposed a resolution, which was accepted, that read: 

To put special interest in the promotion of iced coffee 
as a means to increase consumption in summer.” 

Last September we again inquired what had been done 
and were informed of a “limited consumer test of iced 
cotfee—tropical” made in July, 1953 

In your statement on Page 11 you put it right: The trade 
was handicapped by the obstacles in their own minds 
Fortunately it seems now that that is a thing of the past 

I feel confident the effort will yield magnificent results 
in increasing consumption, with benefits for coffee people 
as a whole, and more important yet, for the benefit of 
producing and consuming nations, because international 
trade will increase 

I congratulate you on your issuc 

Lic. Miguel Angel Cordera, Pr., 
National Coffee Commission of Mexico 
Mexico City, Mexico 


President 


Dear Sir: 

We have read with a great deal of interest the articl 
captioned, “Is coffee going king-size? Big cups make big 
hit at top restaurants,” on Page 19 of the March issue of 
Corree & TEA INDUSTRIES 

This article is not only well written, but should be of 
sufficient interest to coffee marketers to cause them to want 
to furnish reprints of it to members of their sales staff 

That is precisely what we would like to do 

R. B. Ruyle, Vice President and 
General Sales Manager 
Star Coftee Co 

St. Louts, Mo 


Armed Forces closing down roasting plants, 


buying roasted and ground coffee from trade 


The Army Quartermaster Corps ts buying roasted and 
ground coffee for the Armed Forces once again 

Procurement of green cotfee has stopped 

This decision was announced by the Department of 
Detense. Roasting plants operated by the services at 
Atlanta, Seattle, Brooklyn and Oakland will be gradually 
“phased out”, it was stated 

The National Coffee Association has been working for 
this decision for more than three years 

It has been estimated the roasted-and-ground policy 
will make an additional 57,500,000 pounds of coffee 
business available annually to private industry 

Initial notices of intent to purchase were distributed 
to interested bidders, calling for deliveries to military 
installations during June, 1956 


HOW TO CLEAN GREEN COFFEE 
BEANS MORE EFFICIENTLY: 
Use a CARTER SCALPERATOR 


After green coffee 
beans are dumped 
from the sacks, a 
Carter Scalperator 
is ideal for removing 
roughage such as 
string, paper, and 
sticks . . . as well as 
dust and other light 
foreign materials. The 
same units also are 
used as a final protec- 
tive cleaning opera- 
tion before the beans 
are roasted. Scalpera- 
tors are particularly 
well adapted for these 
operations because 
they are equipped 
with wipers which pre- 
vent the accumulation 
of strings on the scalp- 
ing reel. 


Cross-sectional drawing 
which shows how a 
Scalperator works. 


The capacity of the 
24” x 60” Scalperator 
ranges up to 60,000 
»ounds of beans per 
1our. The 24” x 76” 
handles up to 75,000 
pounds per hour. 
WRITE TODAY for 
complete details. 


11”x 60” CARTER SCALPERATOR 


Ifthe volume you handle 
does not require the 
capacities of a 24-inch 
Scalperator, the 
42” or 60” models 
arerecommended., Their 
maximum capacities 
are 15,000 oan 25,000 
pounds per hour, re- 
spectively. 


669 19th Ave. N.E. + Sterling 9-2417 + Minneapolis 18, Minn. 


' HART-CARTER CO. 
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Mexico investigators 
find niacin in coffee, 


confirming CBI announcement 
The Ministry of Health of Mexico announced recently 


that a team ofits investigators had found that coffee con 
tains niacin, a substance which prevents and combats pella 
gra 

Earlier this year Eugene G. Laughery, general manager 
of the Coffee Brewing Institute, announced it had been 
scientifically determined that a well-brewed cup of coffee 
contains about one milligram of niacin 

(One quart of while milk contains 1.1 milligram of 
niacin. ) 

A report by Mexico's study group, headed by Dr. Rene O 
Cravioto, said the discovery is very important for many 
Mexicans who have subnormal diets, because it is among 
such people that pellagra strikes 

Two or three cups of coffee will supply 500 of the normal 
daily requirement of niacin for an adult, the report said. 

The Mexican researchers said niacin is formed in  con- 
siderable quantity during the roasting of the coffee bean and 
is not found in the green bean 


Water study report issued by CBI; 
first of series on coffee research 


A series of technical monographs dealing with scientity 
research on coffee will be published for periodic distri 
Coftce 


Brewing Institute, according to 


bution by The 


Eugene G. Laughery, general manager. The purpose of the 
series, he says, is to disseminate newly acquired knowledge 
of the commodity. 

“Water Impurities and Brewed Coffee Flavor,’ the first 
booklet released, has been distributed to more than 3,500 
coffee roasters, science writers, and educational and trade 
publications. A portion of the mailing was conducted by 
the National Coffee Association which sent the monograph 
to its membership with a covering letter stressing the value 
of such work to the industry. 

The booklet reviews the results of a two year water study 
at the Massachusetts Institute of Technology. The general 
conclusion reached is that inorganic minerals in water do not 
affect the taste of brewed coffee. 

Commenting on the series generally and the booklet in 
particular, Mr. Laughery said: “We feel the water im- 
purities study is an apt choice for the inauguration of the 
It deals with one of the most vital ele- 
It has to do 


technical series. 
ments employed in the brewing of coffee. 
with the subject that has long been a source of concern and 
debate to the coffee industry. Furthermore, the booklet 
exemplifies the nature of the research we are conducting 
and plan to conduct, the way such projects are being treated, 
and their usefulness to the trade.” 

A second booklet in the series, “A Survey of World 
Literature on Coffee—1953,"" is due for release shortly. This 
monograph lists all of the important literature published 
on coffee during that period. 

Other research projects which will appear in booklet 
form as results become available include studies on the 


organic acids in brewed coffee, the nutritional evaluation 
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of brewed coffee and a biological assay of niacin, the chemi- 
cal engineering principles involved in brewing coffee as 
related to the development of automatic brewing equipment, 
analysis of coffee aroma by vapor chromatography, the 
action of treated water in the preparation of brewed coffee, 


the development of color during roasting, and the physiolo- | 


gical eftects of caffeine and coffee. 


Fouche, Cunningham, Murphy 
are top speakers at 1956 
Premium Advertising Conference 


Three of the country’s outstanding business executives 
were featured speakers at the Premium Advertising Con- 
ference of the Premium Advertising Association of America 
at the Navy Pier in Chicago. 

They spelled out what Gordon ¢ 
dent, termed “some of the most perplexing 

problems surrounding today’s premium advertising 

As in previous years, the conference was held in con- 
junction with the PAAA-sponsored 23rd annual National 
Premium Buyers Exposition 


Bowen, PAAA presi- 
and intriguing 


Addressing the conference meeting were Glenn R. Fouche, 
president of the Stayform Co., Chicago; John P. Cunning 
ham, president of Cunningham & Walsh, Inc, New York 
Donald M. Murphy, director of public relations 
San Leandro, 


City; an. 
and sales promotion for Lucky Stores, Inc., 
Calif 

Mr. Fouche selected as his topic, 
Selling 

Before joining the Stayform Co., he was a theater-man 
ager-producer with the Balaban & Katz organization, which 
may account for the showmanship he brings to his speaking 
engagements. In addition, Mr. Fouche has been active for 
20 years in the National Association of Direct Selling Com 
He served two terms as president, and now ts a 


“Incentives Direct 


panies 

director 
Mr. Cunningham discussed “The Advertising Agency and 

Premium Promotions.” 

During 1952, Mr. Cunningham was a director and chair 


man of the American Association of Advertising Agencies 


Premiums in supermarkets 


Mr. Murphy, who spoke on ‘Premiums in Supermarket 


Merchandising,” has had intensive and broad experience 
in the supermarket field, coupled with advertising He 
joined Lu ky Stores in 1934 after a bac kground as advert 
tising manager of two California newspapers A tormet 
U.S. Marine and now a Lieutenant Commander 1n_ th 
USNR, he is responsibli for all public relations, sales pro 
motions and advertising for Lucky Stores 14 West Coast 


supermarkets 
According 
Advertising Association of 


to Gordon ( Bowen, president of the Pre 


mium America, “in previous 


years many of the exhibitors at the Exposition were new 


comers to the premium field. This year, most of the exhi 
bits were manned by men with a good background in pri 
mium promotions, and this means that they were able to 
offer important help and counsel to the advertising and mer 
chandising men who were looking for more effective ways 
to increase their sales 

Almost 6,000 advertising and sales executives viewed the 
350 exhibits during the four-day period, according to A. B 
Coffman Associates, exposition managers 
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plug in 
te any 110-volt 
outlet... 


vaculator 


COFFEE MAKER 
does the rest 


, This is it! A push-button auto- 
matic coffee-maker that costs you 
less to own. . . less to operate . . . 
and «ext to nothing to install! 
No expensive wiring. No costly 
plumbing. Just PLUG IN the 
amazing new Vaculator Brew- 
MATIC to any convenient 1/0 volt 
A-C outlet and connect it to any 
cold or hot water line. Presto! 
You're in business with an auto- 
matic coffee-maker priced $160.00 
less than any other. Touch a 
button and BrewMmaTic 
brews '4 gallon of superb 
coffee in 3'4 minutes. . . fills 
the decanter . . . shuts itself 
off . . . automatically! 


brewmatic 
MEASURES 
the water... 


brewmatic 
BREWS 
_the coffee... 


brewmatic 
FILLS 
the decanter 


and BREWMATIC costs you less! 


See Your Dealer or Write 


311 N. Desplaines Street . Chicago 6, Illinois 


: 
‘ 
) 
ty 
uf 
/ \ 
| 1956 23 


Solubles 


“What is instant coffee’s 
share of the market?” 
Dr. Wood explains figures 


These answers to imstant coffee questions were presented 
hy Dr, James E, Wood, divector of research of the Pan- 
American Coffee Bureau, to the coffee seminars held earlier 
this year in New Orleans, San Francisco, Chicago and Neu 
Y ork 


Question ‘What is the share of instant coffee in the 
market? 

The share of instant coffee in the market can be measured 
in a number of ways. Let us start with official figures on 
the proportion of roasted coffee in 1954 that went into the 
manufacture of instant. According to the Bureau of the 
Census 11.7% of the coffee roasted in that year went into the 
manufacture of instant. That represented 288,000,000 out 
of the almost 2 billion pounds that were roasted, 

In the same year, 1954, the total amount paid by house 
hold consumers for coffee was $1.7 billion, of which $321, 
000,000, or almost 19% of the total, was for instant coffee 

Since almost all instant coffee is consumed in the home, 
the value of that type of coffee served outside the home 
was estimated at $29 billion, which would, at prices paid 


by households and nonhousehold establishments, give the 
instant coffee section of the industry a product value of 
$350,000,000 million in 1954. 

On the basis of number of cups drunk, the Market Re- 
search Corp, calculates that 17% of household consumption 
in 1954 was made of instant. This calculation, using the 
extraction rates found by National Family Opinion, 1s based 
on four ounces of instant being roughly equivalent to one 
pound of regular. 

We are aware that these measures of the share of instant 
are at variance with certain other measures used currently, 
in particular the proportion of cups of instant in total num- 
ber of cups consumed, Nevertheless, we think that, at the 
present time, the findings of National Family Opinion re- 
garding extraction rates in homes provide a valid base for 
the use of the ratio of four ounces of instant to one pound 
of regular, 

Before concluding my answer to this question, it may be 
noted that the lightest coffee drinkers are the heaviest con- 
sumers of instant coffee: 35% of all coffee purchased by 
light coffee buyers was instant, and the proportion declined 
progressively to 11% for the group of heavy coffee buyers. 

Question: “What share did instant have in the market 
according to your latest information?” 

On the basis of the physical volume of all coffee pur- 
chased, instant in the last quarter of 1955 had about 15% 
of the coffee market. 

Question: "To what extent does instant coffee supplant 
regular coffee and to what extent does it supplement it?’ 

We do not have a complete answer to that question. 
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However, our 1955 survey of coffee drinking disclosed that 
close to half—46% to be exact—of all instant is drunk at 
breakfast, and it seems pretty clear that the instant consumed 
Another 35% 
of instant is drunk at the other meals, which adds up to 
$1 of all instant being drunk at meals, and about 19% 


at that time is taking the place of regular 


between meals. 
A portion of the instant used at lunch and dinner and 


between meals supplants regular coffee, but some also | 


supplements it in that if instant were not available coffee 
would not be drunk 


Pream repeats national promotion 


based on instant coffee tie-in 


Retailers and consumers both stand to benefit from a 
two-pronged sales promotion of Pream now underway 

A dealer display contest offers $8,500 in prizes, and 
consumers can get a 25-cent cash refund for jar labels 
from Pream, the instant powdered cream for coffee, and 
any brand of instant coffee 

The instant coffee-Pream combination lends itself 
readily to effective related item displays. To augment 
this phase of the promotion, Pream is sponsoring a dis- 
play contest offering valuable dealer prizes 

George E. Serrott, Pream sales director, said that the 
national mail-in promotion is a repeat performance by 
popular demand.” 

We introduced this offer last fall and found that it 
brought a record response from consumers, trade factors, 
and instant coffee producers,” he said 

Mr. Serrott pointed out that the promotion stimulated 
consumer interest in all brands of instant coffee and 
proved to be a successful traffic builder. 

First prize is a four-door Studebaker President Classic 
sedan. Other awards include a seven-day, all-expense 
trip for two to the Virgin Islands, G-E transistor radios, 
Waring Blendor and Universal Coffeematics 

Winners will be selected on the basis of photographs 
of the most effective selling displays featuring at least thre¢ 
cases of Pream and any brands of instant coffee 

The Pream 25-cent refund is being supported by color 
pages in eight leading national magazines, and advertis 


ing in other periodicals 


New version of coffee bean ad 


promotes Nescafe this spring 


A new version of the arresting and eye catching coffee 
bean advertisement used recently by the Nestlé Co., Inc., will 
highlight this year's spring magazine campaign for Nescafé 

Appearing in seven of the nation’s leading magazines 
with a combined circulation of nearly 30,000,000, the full 
page advertisement shows a color photograph of rich, dark 


freshly roasted coffee beans in which are embedded a steam 
ing cup of coffee and a jar of Nescaté 

Also planted in the be ans are three signs which featut 
the all coffee goodness of the product and the Nescafé 
Satisfy your ‘coffee hunger’ theme 

Publications in which the advertisement will appear 
through May include the Saturday Evening Post, Look, Good 
Housekeeping, Ladies’ Home Journal, Woman's Day, Me 
Call's and Family Circle 


Bryan Houston, Inc., is the advertising agency for Nes 


café 
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Crops and countries 


coffee news from producing areas 


Biggest coffee crop for Brazil 
since 1938-39 estimated by USDA; 
sees 19,700,000 bags exportables 


The Brazilian farmer is currently marketing the largest 
coffee crop since 1938-39, when 24,200,000 bags went 
from the farms to the ports, according to the U. S. De 
partment of Agriculture. In comparison with that mar 
keting season, more than 20,600,000 bays of coffee will 
be registered with the Brazilian Coffee Institute during 
1955-56 

The estimate indicates an exportable surplus of 19,700, 
000 bags from the 1955 harvest 

For 1956-57, the Foreign Agricultural Service forecasts 
at least 9,000,000 bags registered production for Sao 
Paulo and about 6,100,000 bays for areas other than Sao 
Paulo and Parana 

No the State of 
Reports from Brazil indicate 650,000 bags registered out 
put for Parana in 1956-57 

The Brazilian Rural Society has proposed that the 
3,000,000 bags of 
surplus coffee for distribution during the short crop year 
1956-57 

The proposal is based on the assumption that registra 
tions with the IBC will not exceed 18,000,000 bags during 
1955-56, and 12,000,000 bays during 1956-57 


forecast has been made for Parana 


government purchase an additional 


Puts Paulista production at 7,660,000 bags 


For the current year, coffee production in Sao Paulo 
is estimated by the Divisao de Economia at 7,660,000 
bays, according to Octavio Veiga, Santos correspondent ot 
COFFEE & TEA INDUSTRIES 

This figure includes farm consumption. 
on calculations involving more than 1,400,000,000 coffee 


It was based 
trees 


Mexico’s coffee output to drop this year 


Mexico's coffee production this year will be 20% to 
25% below that of 1955 because of severe setbacks, such 
as hurricanes last fall and sharp frost, it is reported by 
Douglas Grahame, Mexico City correspondent of COFFEE 
& Tea INpusTRIES. The cash yield, however, will about 
equal that of the previous 12 months, it was announced 
by the National Coffee Commission. Higher price this 
year will offset smaller coffee movements to markets 

The 1955 production was the record high of 1,600,000 
bays of 60 kilos each, of which 1,400,000 bags were 
exported and the rest reserved for the Mexican market, 


the Commission revealed, 


Rural normal schools have been enlisted by the Na- 
tional Coffee Commission to further its campaign for 
more and better coffee. This work has begun—-with the 


cooperation of the Normal Educational Department of 
the Ministry of Public Education—at the rural normal 
school at Misantla, Vera Cruz State, 

Cultivation is being conducted on 25 acres of casily 
irrigated land, and is in a soil and climate belt good for 
coffee growing. 
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Coffee Bags 


“Wade p | 


The tract is in two sections—one on which cottee cul- 
tivation is easy, the other where typical dithculties in 
production are present--with a view to making the 
future school teachers adept at growing coffee under 
favorable as well as adverse conditions, 

The Commission expects to have all 21 rural normal 
schools in Mexico contributing to its “more and better 
coffee” campaign 


Guatemala names top coffee committee 


The Guatemalan government has announced the crea 


tion of a Guatemalan Cotfee Committee comprising repre 7D 
sentatives of the Ministries of Agriculture, Economy and ee 


Jy 


Finance, the Bank of Guatemala, and the Farmers As / O77 
sociation (Asociacion General Agricultores) 
The five-man committee will assist the government in Se 
matters related to the Inter-American Coffee Agreement, 
and report directly to the Cabinet. 
Appointed to the committee, as Minister of Agricul 
ture, was Fedecames ex-president, Rodolfo Stahl; Minis 
ter of Economy Samuel Franco; Minister of Finance Al- 
berto Bianchi; Bank of Guatemala Representative Antonio 
Palacios; and Antonio Aycinena, representing Agriculture. 


You will find ATLANTIC 
to be a sure, safe, de 

pendable source for fine 
Coffee Bags plain, stock 
design or private design 
May we send samples 


a check list of coffee selling aids . pana your 


(Continued from page 13) 
| COPTEE BAG 


What it costs: $15.00 per 1,000. 
Where to get it: Pan-American Coffee Bureau. 220 KOSCIUSKO SI. - BROOKLYN 16, N. Y. 


Item: ‘Coffee The Story of a Good Neighbor 
Product 

What it is: A 32-page booklet, with color illustrations, 
dealing with the history and production of coffee. 

How to use it: For use in schools, from the fifth 
through the tenth grades. It is also good for distribution 
to children at plant tours 

What it costs: $8.00 per 100, plus mailing costs. 

Where to get it: Pan-American Coffee Bureau 
Item: “How Well Do You Know Cotfee?” poster. 

What it is: A 22/4 by 17!/ inch picture poster which 
tells how coffee is grown 

How to use it: It can be helpful in classrooms or as 
a give-away to students who write requesting information 
It might also be posted at local meetings of food or 
restaurant industry organizations, or at demonstrations 
before women’s clubs 

What it costs: $3.20 per 1,000 

Where to get it: National Coffee Association 


Item: Coffee Newsletter 

What it is: A four-page monthly published by the 
Consumer Service Department of the Pan-American 
Coffee Bureau for food editors and broadcasters 

How to use it: Pass it along to staff members and ad 
vertising agency people—especially public relations per 
sonnel—for background material 

What it costs: Free, on request 

Where to get it: Pan-American Coffee Bureau 

Next month: The checklist of coffee selling aids continues 


with: Promotion material for food stores and restaurants; 
general coffee background material. 
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opportunities in p. 0. p. 


(Continued from page 15) 


All right. You have improved your package. You are 
satished with it. How are you doing on shelf position? 
Are you on the shelf where your good package can get 
consumer attention, or do customers have to stretch to reach 
you or stoop and bust their girdles to get you off a bot- 
tom shelf? If you have men in the field, one of their first 
jobs, after you have accessibility, should be to get your 


ooking around for an 


experienced and efficient 
banking connection to handle 
your foreign trade financing? 
Check with Welle Fargo 


the West's oldest name 


in international banking. 
product into an easy-to-reach and easier-to-see shelf position. 
Since Clipper Ship days, our How d ; 
ow do you compare on the quantity of merchandise on 
Foreign Department the shelf? People are funny; many think that the brand 
has an unbroken tradition with the largest quantity on display is the best seller, con- 
of outstanding service. sequently the best product. Fight for brand dominance 
Put it to work for you through quantity as well as for activation. 
dial SUtter 1-1500. So far we have talked about product activation and 


dominance without employing display material in any form. 
What happens when we add display material to a good 
package and good shelf position? 

Perhaps the most common and least expensive display 
piece is the wellknown shelf talker, or barker 

Our experience shows that activation of any sort will 
result in an increase to some degree on almost any product. 
And, on a fast moving product like coffee, a small increase 
can rapidly snowball into a big increase. 

Another effective display device is the jumble shopping 
WELLS FARGO BANAT, cart display. We have tested this type of display just 
MARKET AT MONTGOMERY ¢ MARKET AT GRANT AVENUE « San Francisco with merchandise and a price tag, and with merchandise and 

MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION a cart backer, also a relatively inexpensive piece, Displays 
with backers generally get a larger increase, as you might 
expect. By a backer I mean a card which simply slips into 
the back of a shopping cart and forms a display piece with 
a selling message 

Next in line would come a mass display of a considerable 
number of cases of merchandise. Again it could be merchan- 
dise and a price tag, or merchandise with anything from an 
inexpensive tuck-in card up to a comparatively expensive 
top piece which might even include a motion unit. Some 
place along the line, on any expenditure for display material, 
you may reach a point of diminishing returns, A few 
tests should show you about what you can afford to spend 


for the resulting sales increase 

Now along about here you may be saying this is all fine, 
but it is getting tougher and tougher to get displays into 
grocery outlets. Doesn't this guy, Head, know that? 

If this thought is in your mind I can only agree with 
you. At the same time I, and I am sure you, also see many 
displays of many products in supermarkets. How do they 
get there? Well if you were fortunate enough to be seiling 
a product with a long profit for the retailer, you wouldn't 

| have much of a problem. Retail grocery people are also 
funny people--they always seem to be wanting to make 


money. 
So you are stuck with a low profit item. Your only solu- 


tion may seem to be to buy activation, buy special display 
for your product. You know how to do it with cash, so we 
won't go into that. But you ¢am buy your way in with deas, 
ideas which an operator can convert to cash through im- 
proving his operation or increasing his sales. 

I think the Bureau's Iced Coffee promotion belongs in 
this same category. It gives the store operator a chance to 
S. A. SCHONBRUNN & CO., INC. sell more coffee, and more related items, at a time when 

77 Water Street, New York, N. Y. business usually falls off—without obligating himself one 
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darn bit. These days, that's the kind of deal they want. 

Some operators need help on operating problems too 
I know one company which now has brand activation and 
dominance in one of the toughest chains in the country be- 
cause they worked with them on an inventory analysis of 
the department in which their product is sold. By show- 
ing them how they could increase sales of the entire de- 
partment by minimizing out-of-stock situations through bet- 
ter inventory control and ordering on their own and com- 
petitive brands, they ended up with a definite edge for their 
own product. 

There is frequently a way to crack even the toughest of 
them if you give a problem, their problem, a little applied 
thinking. Of course, there is generally a pay-off. Personal- 
ly, I prefer the pay-off to be in ideas, because with the con- 
tribution of ideas comes respect and permanence of good 
relations, ingredients generally foreign to the cash pay-off 
method. 

There are also possibilities 
manent type department markers, 
signs of the right type also should do something for the 
store as well as the brand. 

Your new iced coffee mobile will also have the definite 


permanent and semi-per 
Department identification 


advantage and talking point of requiring not one inch of 
valuable floor or shelf space. Yet, every time you get it in 
you will have a piece to activate the entire coffee department, 
create goodwill for you in the outlet to the point where you 
may be able to get special activation and dominance for 
your own brand. 


P. 0. p. in restaurants 
Now about the restaurant business. 

The restaurant business fascinates me as an outlet for 
coffee because a restaurant not only offers a point-of-pur 
chase but is actually a point-of consumption as well, 

If tea packers and soft drink bottlers feel that restaurants 
are important enough to get display material into these 
outlets, certainly they are equally important to coffee people 
More important, actually, because the coffee season is long 
er, 365 days a year 

As you know, the Bureau has restaurant display pieces 
One piece in particular appeals to me as being 
That is the window strip which invites 
Restaurants should 


available 
especially good. 
people to come in for a coffee-break. 
like it because it will help them increase between meal 
traffic. You should like it because it will increase coffee 
consumption, 

The big problem in restaurants, as I see it, is to get more 
coffee consumption-—get more people to drink coffee more 
Why not utilize the material now available through 
In addition, you may want to develop some 


often, 
the Bureau? 
simple material on your own to suggest another cup 

things like menu stickers, table tents, back bar 
strips, etc. In addition you might want to get your 
restaurants to display your brand of coffee in full sight of 
This should be particularly effective if you are 
grocery outlets 


coffee 


customers. 
selling the same brand of coffee through g 
An actual display of coffee in restaurants should, through 
suggestion, increase on-premise consumption of coffee and 
at the same time get more brand identification for you. 

If I have been able to remind you of some of the selling 
principles you may have forgotten, or overlooked, or neg- 
lected, or simply haven't put to work lately, my time in 
presenting this has been well spent. 

I hope you all have a sales increase in 1956. 


A big one 
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On the menu 


Developments among public feeding outlets 


Superior Tea & Coffee markets 
vacuum can for over-counter 
restaurant, hotel sales 


The Superior Tea & Coffee Co, has started on a new 


business 

The Chicago company, roasters who have been selling 
to the restaurant trade for 48 years has unveiled a one- 
pound vacuum can, Superior Custom Blend, for over-the 
counter restaurant and hotel sales 

To promote the sale of their coffee and the benefits of 
dining out-—-Superior has launched a five-state exploitation 
campaign 

In addition to newspaper, magazine, radio and TV ad 
vertising, Superior has prepared a cardboard stand-up dis 
play, in color, as a point-of-sale promotion 

The newly designed vacuum can is a combination of royal 
blue and yellow, Superior Custom Blend is an all-purpose 
grind 

Earl Cohen, vice president of Superior, said the coffee is 
competitively priced and is a blend of the best coffees avail- 
able from the East Indies, Central and South American and 
other fine coffee producing areas 

A young lady costumed in a colorful Brazilian sari and 
called “Miss Superior Blend” is going to restaurants through 
out the city, pouring second cups “on the house’ from an 
antique samovar 

To lend further support to the restaurants, Superior has 
prepared posters with blown-up pictures of “Miss Superior 
Blend Attractively designed table tents are also being 
used to create an initial impact for the promotion 

Miss Superior Blend” visits the restaurants during their 
coffee-break time and the strongest dining periods, chatting 
with the customers and graciously introducing them to the 


coffee they're enjoying 


New automatic coffee makers 
shown at Restaurant Exposition 

Two completely different Vaculator automatic coffee brew 
ers are being shown by the Hill-Shaw Co. at the National 


Restaurant Exposition in Chicago 


The VAC-100, Vacu- 
lator's fully automatic 
brewing system — 
which at the press of 
a button measures 
out a charge of cof- 


fee, brews the bev- 
© erage, and cleans it- 
' self of the grounds. 


Shown for the first time at the show is the Vaculator 
Brewmatic, said to be the only automatic coffee maker to 
operate on a 110-volt line. This unit can be plugged into 
any convenient wall outlet, hooked up to a water line, and 
it's ready to operate. 

Also to be demonstrated by actual operation is the VAC- 
100, a fully automatic coffee brewing system. This auto- 
matic is loaded with a five pound charge of fresh coffee. 
Then, at the touch of the starting button, it (1) measures 
out a charge of coffee, (2) brews the coffee, and (3) cleans 
itself of all the grounds, All this in just three minutes— 
and every three minutes. 

The VAC-100 Automatic is said to show savings to the 
operator up to 214¢ per pound of coffee, because bulk 
coffee is used rather than individual packets 

Rinsing is done with cold water, the used grounds are 
cold, and all working parts are completely shielded. 


Odds or evens? 


Restaurateurs in Belem, Brazil, recently found it necessary 
to raise the price of a cup of coffee to 75 centavos. 

The increase involved the use of 5, 10 and 20 centavo 
pieces which are of little value and rarely carried, says the 
National Geographic Society 

But the cafe owners found a solution 
coffee for a 50-centavo plece on even days of the month 


They sell their 


and for 100 centavos on odd days 
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Coffee Exports from 


{in bags of 60 kilos) 


Libene 14.506 13,3664 


Afnecs 


AFRICAN 2007 406 


TOTAL 


1,672,786 2,297,462 2,102.57 2 


CUT 25,545,900 97,196,780 98,061,000 29,087,654 


World Total 27 SAD AGO (27,746,508 [25,516,917 3,256.4 


African Percen 
World 
Total 


on 
omer 


3.478.267 


Cape Verte le 


Africa 


160,00) 34.554 20,166.00) 31,710,000 92,480 066 34,480 202 


* Estimate. French West Afvica includes; Ivory Coast, Mauritania, 
Sudan, Guinea, Senegal. t Import figures 
Coast, Sterra Leone, Nigeria, British Cameroons 


Pan-African coffee association 
mapped at Lisbon conference; 
Latin America sends observers 


Plans for an association of African coffee producers 
were mapped at a conference at Lisbon last month at 
tended by delegates of countries representing 90% of 
Eastern Hemisphere production. 

On hand as observers were representatives of Latin 
American coffee producing countries 

The new association will have as its aim the promotion 
of studies of general interest on production, marketing 
and consumption 

The association will assist the exchange of experts and 
technical information, facilitate coffee sales. and = en 
courage publicity efforts 

To carry out these aims, the association will be em 
powered to act in cooperation with similar national or 


international organizations having common aims 


British West Africa includes 


Edm. Schluter & Co., , London 


uhomey 
Gold 


Portugal, Belgium, France, England and Ethiopia were 
reported to have representatives at the meeting 


1955 green coffee imports 19,642,324 hags, 
Customs Bureau says; 15% higher than 1954 


Imports of green coffee amounted to 19,642,324 bags 
during the calendar year 1955, according to data released 
by the U.S. Bureau of Customs 

This total represents an increase of 2,578,022 bags, or 
15.1%, over 1954 imports of 17,064,302 bags 

Imports for 1955 were, however, 1,374,357 bags short 
of 1953's total of 21,016,681 bags 

The total value of U.S. imports of green coffee in 1955 
was placed at $1,355,754,541, while the value of coffee 
imported in 1954 was $1,482,496,142 


Builds addition to Knoxville coffee plant 

The J F. G. Cottee Co 
to its Knoxville, Tenn., plant at a cost of 
cording to the Knoxville Chamber of Commerc 


an addition 


$90,000 


iS constructing 


ETHIOPIAN 
DJIMMA 


SJM < Symbols of Quality > ALKIS | 


S. J. MAGDALINOS 


ADDIS-ABEBA, 


Exclusively represented in the United States & Canada by DOBBELEER COMPANY 
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McKiernan, back from Brazil, reports 


two new improved coffee tree types 


National Coffee Association President John F. McKiernan, 
returning from a two-week goodwill visit to Brazil, reported 
that experimental work in Brazil has produc ed two improved 
types of coffee trees 

Together with four other representatives of leading U.S 
industries, Mr. McKiernan was the guest of Janio Quadros, 
governor of the State of Sao Paulo. While in Brazil, the 
NCA head also had discussions with President Kubitschek, 
Finance Minister Alkimin, IBC President Guzzo, President 
Paes de Almeida of the Bank of Brazil, and U.S. Ambassa 
dor Dunn 

Called Mundo Novo and Caturra, the new trees, under 
development for some time at Campinas, are now in use on 
some fazendas and are apparently proving superior in pro- 
ductivity and resistance to weather and disease 

Mr. McKiernan also reported a trend toward re-invigor 
ating Sao Paulo fazendas and a deceleration in the develop 
ment of coffee-growing areas in western and southern Parana 


The object of this trend, which is being encouraged by the 


Instituto Agronomico at Campinas, is to reduce the hazards 
of harsh weather 


“Coffees of Tanganyika’, new brochure, 
tells about types, growing methods, exports 


Background information on the coffees of Tanganyika 
is presented in an attractive 24-page brochure issued by 
The Coffee Board of that area 

The brochure describes the types of coffee grown 
there; programs for research, experimentation and control, 
the history of Tanganyika coffee; coffee organizations in 
the area; grading and classification methods; export data; 
and auction terms 

For those interested in visting the country, “Coffees 
of Tanganyika” even includes travel information 


Issues new catalog on coffee 
equipment for hotels, restaurants 

A new 12-page catalog of coffee equipment for hotels 
and restaurants has been issued by the Sieling Urn Bag 
( ( hu apo 

The catalog includes useful information about coffee urns, 
in the form of a table of details on the different urns in use 


Cc ¢ 


General Agents 

Transportadora Grancolombiana, Ltda. 
New York Chicago 

52 Wall Street 

Agents 

New Orleans and Houston: Texas Transport & Terminal Co., Inc. 

Philadelphia: Lavino Shipping Co 


Los Angeles: Transmarine Navigation Corp. ‘ : 
San Francisco: Balfour, Guthrie & Co., Ltd. Baltimore: Penn-Maryland 8.8. Corp. 


Also presented are illustrations and specifications on urn 
cleaning brushes, urn rings, filter cloths and holders, alumi- 
num and stainless steel upper bowls, hot tea and hot coffee 
urns, faucets, iced tea dispensers, etc. 

The catalog is available on request to the Sieling Urn 
Bag Co. 


Hot coffee vending machines topped 
60,000 in 1955, Vend survey shows 


The number of hot coffee vending machines in use rose 
from 47,200 in 1954 to 60,100 in 1955, according to the 
tenth annual Census of the Vending Machine Industry com- 
piled and published by Vend magazine. 

Vend characterized coffee vending as “one of automatic 
selling’s fastest growing phases.’ 

The silent salesmen which offer hot coffee sold 967,147,- 
000 drinks during 1955, Vend reported. This gross sale 
figure was adjusted to compensate for the fact that not all 
new machines were in use for the full 12 months, plus 
“down time” due to dislocation and other causes. 

“Most of the coffee venders now in use,” the Census 
said, “make the coffee they serve from either liquid or dry 
ingredient instant coffee concentrates. Included in the 60,- 
100 machines on location, however, are machines which make 
the coffee from a drip or urn-type coffee, and machines 
which vend a pre-brewed drink 

The number of hot coffee venders placed in use during 
1956 should exceed the rate of increase last year, Vend 
predicted, as a result of the four-way competition for the 
market 


New evaporators described in bulletin 


Three types of evaporation equipment, operating over 
the range from volatile solutions to powder with infinitely 
varied control, are described in Bulletin No. 125 just pub- 
lished by the Process Equipment Division of the Rodney 
Hunt Machine Co., Orange, Mass. 

Photos, text, and drawings explain the operating prin- 
ciples, specifications, and product applications of the Rod- 
ney Hunt Turba-Film Evaporator, the Turba-Film Floating 
Blade Evaporator, and the Rodney Hunt-Luwa Spray Dryer 


Elected by American-Brazilian Association 


Earl Ackerman, of Otis McAllister, has been elected vice 
president of the American-Brazilian Association 


ship your coffee 
via Grancolombiana 


from COLOMBIA + ECUADOR + EL SALVADOR 
GUATEMALA +CUBA+ MEXICO 
to ALL COASTS 

of the U.S. and Canada 


208 South La Salle Street 


Detroit \ 
1355 Book Building © 
A 


Montreal: Robert Reford Co., Ltd. 
Boston: Shepard Steamship Co. 
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Ports and dates are subject to change, 
thould exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule 


Abbreviations for lines 
Ahl Trans Car—Ahlmann Trans Carib 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
ArgSiate—Argentine State Line 


Am-W Afr—American-West African Line 


Barb-Frn—Barber-Fern Line 


Barb-W Afr—Barber-West African Line 


Barb-W'n—Barhber Wilhelmsen Line 
Brodin—Brodin Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Drey{us—Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell $$. Co 
Farvell—Farrell Lines 
Grace—Grace Line 
Granco—Transportadora Gran 
Colombiana, Ltda 


Gulf-——Gulf & South America Steamship 


Co., Inc 
Hol-Int—Holland-Interamerica Line 


SAILS SHIP 
ACAJUTLA 
4/12 Santa Fe Grace 


4/28 Santa Anita Grace 
5/18 Candida UFruit C5/22 NY5/29 


AMAPALA 


4/24 Telde UFruit Cr°5/2 Ho5/9 NO5/1) 


4/27 Santa Cruz Grace Cr'5/7 
5/13 Candida UFruit Cr’5/22 NY5/29 


BARRANQUILLA 


Santa Catalina Grace NY4/18 
Marna UF mit N04/18 
Cheyenne UFruit NY4/28 
Santa Teresa Grace NY4/25 


L.H. Car! UFruit N04 25 
Lempa UFruit N04/28 
Texas Sword UF fuit NYS 
Santa Ana Grace NYS 
Santa Catalina Grace NYS 
Marna UFruit NOS 
Santa Teresa Grace NYS 
L.H. Carl UFruit 


Vere 


wu Ww 


BARRIOS 


Copar UF rust NY4/2) 
Cubahama UFruit Hod /17 
Leon UF ruit Ho4/20 N04/22 
Catherine Sartori ‘Fruit NY4/26 
Fiador Knot UFruit Hod/28 NO4/30 
Loviand UFruit NY5/3 


oper 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


LA4/21 SF4/23 Se4/28 
4/28 Telde UFruit Ho5/9 NOS/11 
LA5/7 SF5/9 Se5/14 


Santa Anita Grace LAS/7 SF5/9 Se5/14 


(FC—LF.C. Lines 
Independence—Independence Line 
lavPac—lJava-Pacife Line 
Lamp-Ho—Lamport & Holt Line, Ltd 
Lloyd—Lloyd Brasiletro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-MceCormack Lines, Ine 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacifie Far East Line, Ine 
PacTrans—Pacific Transport Lines, Inc 
Pioneer—American Pioneer Line 
Prince—Prince Line, Lid 

R Neth—Royal Netherland Steamship ¢ 
Robin- Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard —Stockard Line 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co 

es-Lar—Westlal Larsen Co. Line 
Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP LINE 


Cubahama UFruit 
La Playa UF ruit 
Aggersborg UF ruit 
Copan UFruit 
Loviand UFruit 


BUENAVENTURA 


Santa Barbara Grace 
Banker Gulf 

Santa Olivia Grace 
Farmer Grace 
Santa Anita Grace 
Santa Isabel Grace 
Santa Isabel Grace 
Farmer Gulf 

Santa Cecilia Grace 
Santa Rita Grace 
Merchant Gulf 


We & & 


CARTAGENA 
14 Santa Rosa Grace 
16 LH. Carl UF ruit 
1% Santa Anita Grace 
20 Santa Paula Grace 
21 Lempa UF ruit 
28 Santa Rosa Grace 
29 =~Marna UFruit 
6 LW. Carl UFruit 


CORINTO 


4/10 Santa Fe Grace 
4/26 Santa Anita Grace 
5/1 Santa Cruz Grace 


Abbreviations for ports 
Ba— Baltimore 
Bo— Boston 
CC—Corpus 
Ch—Chicago 
Chin—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galvesten 
Gulf ports 
Ha—Halifax 
Ho—Houston 
HR Hampton Roads 
Jacksonville 
Los Angele: 
Montreal 
Mobile 
New Orleans 
New York 
0 Norfolk 
Newport News 
Philadelphia 
— Portland 
Puget Sound 
Savannah 
San Franctico 
Seatile 
St Jo—Saint John 
Ta—Tacoma 
Va—Vancouver 


CUE 


Hod / 30 
Ho5/4 6 
NY5 

NYS 

NYS 


NY4/23 

N04/25 Ho4d/28 
NY4/25 Ho4/W Pa5/3 
Ho5/2 NO05/6 

LAS/6 SF5/8 Se5/13 
NY4/30 

NY5/7 5/4 

NO5/7 Ho5/10 
NYS/14 

NY5/16 6a5/21 Pa5/24 
Ho06/6 N06 10 


LA4/21 SF4/23 28 
LAS/7 SF5/9 Se5/14 
Cr'5/7 


J 
AR 
yi 
4/26 
4/29 
5/2 
5/10 
16 
22 
30 
10 30 
10 7 
16 5 9 
7 5/25 
23 
23 
NY4/18 
: N04/25 
1 
LAS/7 SF5/9 Se5/14 2 
; N04/2% 
NY5/2 
N05/6 
NO5/13 
4/13 
4/15 
4/18 
4/22 
4/25 
APRIL, 1956 33 


LINE OUE SAILS SHIP LINE DUE 
4/21 Santa Ana Grace NY5/2 


SAILS SHIP 


CRISTOBAL 

4/23 Rio de La Plata ArgState NY4/28 
4/15 Car UFrit =N04/25 4/24 SantaClara Grace Ba5/1 NY5S/2 
4/28 Marna UFruit = N05/6 4/26 Santa Rosa Grace NY5/2 
5/3 Telde UFruit NO5/1) 4/28 Santa Catalina Grace NY5/9 


5/1 Santa Monica Grace Pa5/8 NY5S/9 
5/5 Santa Teresa Grace NY5/16 

DAR es SALAAM 5/7 Rio Jachal ArgState NY5/12 

5/8 Santa Sotia Grace Ba5/15 NY5/16 


4/18 Gerard Dreyfus NY5/27 NO06/6 
4/20 Afr Pianet Farrell NYS/I19 5/21 Rio Tunuyan ArgState NY5/26 
4/23 Lombok Nedlloyd NY5/26 Ba5/26 LAG/11 SF6/14 Po6/1K Se6/23 6/11 Rio de La Plata ArgState NY6/16 
Va6/26 6/25 Rio Jachal ArgState NY6/30 
4/27 Mayo Lykes Gulf6/11 7/9 Rio Tunuyan ArgState NY7/14 
5/20 Afr Sun Farrell NY6/18 
5/21 Robert Dreyfus NY6/26 NO7/6 
5/26 Roebiah Nediloyd NY6/20 Ba7/2 LA7/16 SF7/19 Po7/23 Se7/28 LA LIBERTAD 
Vab/1 4/11 Santa Fe Grace LA4/21 SF4/23 Sed /28 
6/6 Leopold Dreyfus NY7/11 NO7/21 4/26 Santa Cruz Grace Cr'5/7 
6/26 Lawak Nedlloyd NY7/2% Ba7/W LAB/13 SFB/16 Po8/20 Se8/25 4/27 Santa Anita Grace LA5/7 SF5/9 Se5/14 
VaB/28 4/27 Telde UFruit. Cr?5/3 Ho5/9 NO5/11 


5/17 Candida UFruit NY5/29 


EL SALVADOR 

4/11 Perla Italian LA4/20 SF4/23 Se4/28 Va5/2 LA UNION 

4/11 Washington French LA4/21 SF4/25 Va4/W P05/6 Se5/21 4/26 Telde UFruit Cr°5/3 Ho5/9 NOS/11 
4/23 Werratal Independence LA5/2 SF5/4 Se5/11 Va5/12 4/29 Santa Cruz Grace Cr'5/7 


5/15 Candida UFruit Cr5/22 NY5/29 


4/12 Perla italian =LA4/20 S$F4/23 Sed/28 Va5/2 P05/8 
41/15 Washington French LA4/21 SF4/25 Vad/30 Po5/6 $e5/21 
4/24 Werratai Independence LA5/2 SF5/4 Po5/9 Se5/11 Va5/12 4/27 Texas Sword UFmit NY5/5 
4/27 Marna UFrnit N05/6 
LA GUAIRA 
4/10 Santa Monica Grace Ba4/17 NY4/18 LOBITO 
4/12 Santa Rosa Grace NY4/18 4/11 Fernriver Am-WAfr USA5/15 
4/14 Santa Teresa Grace NY4/25 4/26 Taurus Am-WAfr USA5/30 
4/17 Santa Sofia Grace Pad/24 NY4/25 4/30 Dei Alba Defta N05/23 
Santa Paula Grace NY4/25 5/14 Afr Grove Farrell NY6/13 


| 


TO NEW ORLEANS AND 
Serving OTHER U. S. GULF PORTS...FROM | 


the SOUTH AMERICA 


PARANAGUA, SANTOS, 
Coffee industry RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


for over 


35 years 


AGENTS: WEST AFRICA 


RIO DE JANEIRO: DELTA LINE, INC, 


Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. ANGOLA, CONSE, 

Rua 15 de Novembre 176-178 CAMEROONS, IVORY COAST, AND LIBERIA 
LUANDA & LOBITO: ? 

Sociedade Luso-Americana, Lida. Direct re geler serv Ice 


MATADI; 
Nieuwe Afrikaansche Handels Vennootschap 


SHIPPING CO, INC, WEW ORLEANS 


& TEA INDUSTRIES and The Flavecr Field 


COFFEE 


GUATEMALA LIMON 
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SAILS SHIP LINE 


Farrell 
Deita 
Delta 


5/16 Afr Dawn 
5/24 De! Monte 
6/21 Del So! 


LUANDA 
4/24 
5/11 
5/13 
5/22 
6/19 


Taurus 

Afr Grove 
Afr Dawn 
De! Monte 
Dei Sol 


Farrel! 
Farrell 
Deita 
Deita 


MARACAIBO 


Santa Anita 
Santa Sofia 
Santa Clara 
Santa Monica 
Santa Sofia 


Grace 
Grace 
Grace 
Grace 
Grace 


4/14 
4/15 
4/22 
4/28 
5/6 


MATADI 


Taurus 
Del Alba 
Afr Grove 
Afr Dawn 
De! Monte 
De! Sol 


Delta 
Farrel! 
Farrell 
Deita 
Delta 


MOMBASA 


Afr Planet 
Gerard 
Lombok 


Farrell 
Dreyfus 


4/10 


Mayo 
Afr Sun 
Robert 
Leopold 
Roebiah 


Lykes 


Dreyfus 
Dreyfus 
Nedlloyd 


Lawak Nedlloyd 


PARANAGUA 


1l Mormacdawn 
Mormactide 
Montevideo 
Seafarer 
Sandaa 
Appingedyk 
Iiheos 
Hardanger 
Mormacsurf 
De! Santos 
Cuba 

Brasil 
Mormacswan 


Mormac 
Mormac 
Dreyfus 
PAB 
Nopal 
Hol - Int 
Brodin 
Wes- Lar 
Mormac 
Delta 
Lloyd 
Lloyd 
Mormac 
Torm 
Mormac 
Brodin 
Mormac 
Dreyfus 
Delta 
Lioyd 
Hol- tnt 
Nopal 
Torm 
Delta 
Lloyd 
Lloyd 
Delta 
Dreyfus 
Delta 


Freya 

Bow Hi\| 
Mormacsea 
Nyland 
Mormacmar 
Buenos Aires 
De! Oro 
Haiti 
Alpherat 
Holberg 
Bow Santos 
Gerd 

Del Campo 


Chile 


Paraguai 
Del Viento 
Santos 

Del Vaile 


> 


PUERTO CABELLO 


Santa Rosa 
Santa Sofia 
Santa Paula 
Santa Clara 
Santa Rosa 
Santa Monica 
Santa Sofia 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


1956 


NY6/6 
N06/16 
NO7/14 


Am-WAfr USA5/ 30 


NY6/13 
NY6/6 

N06/16 
NO7/14 


LA5/17 SF5/9 Se5/14 
Pa4/24 NY4/25 
Ba5/1 NY5/2 

Pa5/8 NY5/9 
Ba5/15 NY5/16 


Am-WAfr USAS/30 


N05/23 
NY6/13 
NY6/6 
N06 
NO7/ 


NY5/19 
NY5/27 N06/6 


Gulf6/11 


Am-WAfr NY6/18 


NY6/26 NO7/6 
NY7/11 NO7/21 


Nediloyd NY5/27 Ba5/29 LA6/11 SF6/14 P06/18 Se6/23 


Va6/26 


NY6/30 Ba7/2 LA7/16 SF7/19 Po7/23 Se7/28 


Va8/1 


NY7/28 Ba7/30 LA8/13 SF8/16 Po8/20 Se8/25 


LAS/7 SF5/10 Va5/15 Se5/18 


Po5/19 


Jx5/2 NY5/6 Pa5/9 Ba5/11 Bo5/13 


NY5/3 Bo5/5 Ba5/7 Pa5/8 
LA5/11 SF5/13 Va5/20 Se5/22 
N05/7 Ho5/11 

NY5/15 Bo5/17 Pa5/19 Ba5/22 
Ba5/6 NY5S/8 Bo5/11 Pa5/13 
LAS/19 SF5/22 Po5/28 Se5/31 
NY5/7 Bo5/10 Pa5/12 Ba5/14 
N05/13 Ho5/18 

N05/12 Ho5/18 

NY5/12 

Ba5/13 NY5/15 Bo5/18 Pa5/20 
NY5/16 Bo5/19 Pa5/23 HR5/2 
NY5/17 Pa5/19 Ba5/21 
Jx5/17 Bo5/24 Pa5/26 Ba5/28 
Ba5/16 NY5/18 Bo5/20 Pa5/23 
LA5/26 SF5/29 Va6/3 Se6/6 
NY5/24 B05/26 Ba5/28 Pa5/30 
N05/27 Ho6/1 

NY5/26 
NY6/1 Bo6/5 
N06/4 H06/8 
NY6/1 Pa6/4 Ba6/7 B06/10 
NY6/7 Bo6/10 Pa6/13 HR6/15 
N06/10 Ho6/15 
N06/11 Bo6/16 
NY6/11 

N06/17 H06/22 
NY6/14 Bo06/16 Ba6 
NO7/1 Ho7/6 


18 Pa6/2¢ 


NY4/18 
Pad 24 
NY4/25 
Ba5 1 

NY5/2 
Pa5/8 NY5/9 

Ba5/15 NY5/16 


NY4/25 


NY5/2 


P05/25 


HR5/23 


Va6/1 


5 Ba5/28 


Bo5/24 Mi5/28 


Nf5/29 


P06/7 


Pa6/7 Ba6/9 HR6/10 


Mi6/15 


Ba6/18 


Va8/28 


3 Hanover Square, New York 4. N.Y. 


SYMBOL OF SERVICE 


to the coffee trade 


Flying high over the decks of trim, modern Santa ships, 
the Grace Line flay is a symbol of service especially 
familiar in Latin American coflee ports. To exporters 
and importers alike, it is a reminder that Grace ships 
have been moving green coflee over vital inter-American 


trade routes for more than a century. 


With schedules and itineraries keyed to the needs of 
the coffee trade, Grace Line links the major coffee 
ports of South and Central America with North American 
ports along both the Atlantic and Pacific coasts. When 
quality coffees call for the best in experienced handling 
on-time arrival, it to rely on the 


and swift, 


dependable Santa fleet. 


pays 


Fast, dependable American Flag Service 
from COLOMBIA VENEZUELA 
ECUADOR PERU 
and 
West Coast of CENTRAL AMERICA 
to 
NEW YORK LOS ANGELES 
PHILADELPHIA SAN FRANCISCO 
BALTIMORE SEATTLE 
VANCOUVER, B.C. 


GRACE LINE 


Telephone Digb 


fyents and Offices in All Principal Cities 


DUE 
4 
. 
er. 
4/28 
— 
5/10 
6/2 : 
: 
— 
26 
29 
30 
30 | 
5 
5 
7 
1] 
14 
17 
19 
2] 
22 
26 
12 
16 
18 
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WHERE YOU WANT IT... 
WHEN YOU WANT IT... 


coftec 
perfect condition at 
modern terminal at 
25, North River, 
York, in just 14 days 
from Santos 12 days 
from Rio-—when it comes 
via Argentine State Line 
Our large fleet of modern 
freighters, plus three 
new passenger liners 

RIO Dk LA PLATA, 
RIO TUNUYAN, RIO 
JACHAL operate swift, 
dependable cargo service 
between East Coast of 
South America ports 
and New York Your 
coffee is handled by 
experienced, efficient 
in and out of im 
maculate holds, assuring 
a minimum of bag dam 
age and flavor contami 
nation from dockside in 
Rio or truck 
or lighter in New York 


ARGENTINE 
STATE LINE 


Boyd, Weir and Sewell, Inc., 
General Agents 

24 State St., dew York 4, NY. 
Tel. BO 9-5660 


Your arrives in 
our 
Pier 

New 


rews, 


Santos to 


Specialists in handling 


COFFEE from BRAZIL :: 


to U.S. North Atlantic Ports, Canada 


SC. 


Bidg 


BRAZIL Agencia Jonnson 

Rio de Janeio, Santos and Sac Paulo 
PITTSBURGH 
ping Agency, 202 Henry W Oliver 


NEW ENGLAND Rope 
Neidlinger, Wickford, R 
BALTIMORE Hinkins 
Ship Agency, inc , Munsey Bidg 


All coffee cargoes receive speedy, careful handling 
and personalized service when they're shipped with 
iFe Lines. Every shipment gets specialized handling 
to insure dependable, safe arrival. And every iFc 
ship pleasantly accommodates 12 passengers. 


Agents: 


CANADA fer Steamstips (to 
Montreal, Toronto, St John NB 


Lamark Shp =BETROIT C Macfarlane 
945 Free Press Bidg 
CHICAGO | ©. Macfarlane 
105 West Adams St 
PHILADELPHIA H So 
Steam betman & Co, Inc , Bourse Bidg 


iF'c lines 


International Freighting Corporation, Inc. 


17 Batter 
Pier } 
Branch O¥fice 


Place, New York City 4, N. Y.—Phone Digby 4-2800 
Erie Basin, Brooklyn, N. Y.—Phone MAin t200 
Buenos Aires—Avenida Pte. Julio A. Roca-710 


| SAILS SHIP LINE 
PUNTARENUS 
| 4/22 Telde UF ruit 
5/5 Santa Cruz Grace 
5/10 Canadida UFruit 
RIO de JANEIRO 
4/10 Paranagua Brodin 
4/11 Brazil Mormac 
4/12 Dei Mundo Deita 
4/13 Nicaragua Lloyd 
4/14 Rio de La Plata ArgState 
4/18 Mormactide Mormac 
4/18 Montevideo Dreyfus 
4/19 Del Mar Delta 
4/19 Sandaa Nopal 
4/20 Seafarer PAB 
Itheos Brodin 
4/22 Mormacsurf Mormac 
4/23 Mormacmar Mormac 
4/23 Hardanger Wes-Lar 
4/26 Cuba Lioyd 
4/26 Del Santos Delta 
4/27 Appingedyk Hol - tnt 
4/28 Rio Jachal ArgState 
4/28 Mormacswan Mormac 
5/2 Freya Torm 
5/2 Argentina Mormac 
5/3 Mormacsea Mormac 
5/3 Nyland Brodin 
5/3 Del Norte Delta 
5/3 Bow Hill 1FC 
5/7 Buenos Aires Dryfus 
5/10 Del Delta 
5/12 Rin Tunuyan ArgState 
5/13 Haiti Lloyd 
5/15 Holberg Nopal 
5/17 Bow Santos 1FC 
5/17 Bel Sud Delta 
5/18 Alpherat Hol - tnt 
5/23 Gerd Torm 
5/24 Del Campo Deita 
5/26 Chile Lloyd 
5/28 Paraguai Lioyd 
5/30 Santos Dryfus 
5/31 Del Viento Deita 
6/2 Rio de La Plata ArgState 
6/7 Del Mar Delta 
Dei Valle Delta 
Rio Jachal ArgState 
6/30 Rio Tunuyan ArgState 
SAN JOSE 
4/13 Santa Fe Grace 
4/24 Santa Cruz Grace 
4/29 Santa Anita Grace 
SANTOS 
4/10 Mormacdawn Mormac 
4/11 Del Mundo Delta 
4/11. Mormacowi Mormac 
4/12 Nicaragua Lioyd 
4/13 Rio de La Plata ArgState 
4/16 Montevideo Dryfus 
4/17 Mormactide Mormac 
4/17 Sandaa Nopal 
4/18 Del Mar Deita 
4/19 Seafarer PAB 
4/20 Itheos Brodin 
4/21 Mormacsurf Mormac 
4/25 Cuba Lloyd 
4/25 Del Santos Deita 
4/26 Appingedyk Hol- int 
4/27 Mormacswan Mormac 
4/27 Brasil Lioyd 
4/27 Rio Jachal ArgState 
4/29 Mormacmar Mormac 
4/30 Argentina Mormac 
Freya Torm 
4/3 Bow Hill 
5/2 Mormacsea Mormac 
5/2 Nyland Brodin 
5/2 Del Norte Delta 
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NY5/17 Pa5/19 Ba5/21 
NY5/24 Bo5/26 Ba5/28 Pa5/30 


NY6/1 


DUE 


Cr’5/3 Ho5/9 NO5/11 
Cr's5/7 
Cr’5/22 NY5/29 


Ba4/25 NY4/27 Bo5/1 Pa5/3 
NY4/23 

N04/29 Ho5/4 

NY4/26 

NY4/28 


Jx5/2 NYS/6 Pa5/9 Ba5/11 B05/13 15/17 


NY5/3 Bo5/5 Ba5/7 Pa5/8 


N05/3 
N05/7 Ho5/11 
LA5/11 SF5/13 Va5/20 Se5/22 P05 25 


Ba5/6 NY5/8 Bo5/11 Pa5/13 

NY5/7 Bo5/10 Pa5/12 Ba5/14 

LA5/26 SF5/29 Va6/3 Se6/6 Po6/7 
LA5/i9 SF5/22 Po05/28 Se5/31 Va6 1 
N04/11 Ho4/14 

N05/13 Ho5/18 

NY5/15 Bo5/17 Pa5/19 Ba5/22 23 
NY5/12 

Ba5/13 NY5/15 Bo5/17 Pa5/20 
NY5/16 
NY5/14 
NY5/21 
Ba5/16 NY5/18 605/20 Pa5/23 
N05/17 


N05/27 Ho6/1 

NY5/26 

NY5/26 

N06/4 H06/8 

Pa6/4 Ba6/7 Bo6/10 MI6/15 
N05/31 


NY6/1 Bo6/5 Pa6/7 Ba6/9 HR6/10 


NY6/7 Bo06/10 Pa6/13 HR6/15 Ba6 18 


N06/10 Ho6/15 
NO06/11 Ho06/16 
NY6/11 


NY6/14 Bo6/16 Ba6/18 Pa6/20 


N06/17 Ho06/22 
NY6/16 
N06/21 

NO7/1 Ho7/6 
NY6/30 
NY7/14 


LA4/21 SF4/23 Se4/28 
Cr'5/7 
LAS/7 SF5/9 Se5/14 


LAS/7 SF5/10 Va5/15 Se5/18 Po5/19 
N04/29 Ho5/4 

NY4/26 Ho4/29 Pa5/1 Ba5/3 Nf5/4 
NY4/26 

NY4/28 

NY5/3 Bo5/5 Ba5/7 Pa5/8 


Jx5/2 NY5/6 Pa5/9 Ba5/11 Bo5/13 MI5/17 


NO5/7 Ho5/11 
N05/3 
LA5/11 
Ba5/6 NY5/8 Bo5/11 Pa5/13 
NY5/7 Bo5/10 Pa5/12 6a5/14 
NO5/12 Ho5/18 

N05/13 Ho5/18 

NY5/15 Bo5/17 Pa5/19 Ba5/22 HR5/23 
Ba5/13 NY5/15 Bo5/18 Pa5/20 
NY5/12 

NY5/12 

LAS/26 SF5/29 Va6/3 Se6/6 P06/7 
NY5/14 

NY5/16 Bo5/10 Pa5/23 HR5/25 Ba5/28 


NY5/17 Pa5/19 Ba5/21 Bo5/24 MIS 28 
Jx5/17 NY5/21 Bo5/24 Pa5/26 Ba5 28 Nf5/29 


Ba5/16 NY5/18 Bo5/20 Pa5/23 
NO5/17 


Bo5/19 Pa5/23 HR5/25 28 


Bo5/24 Pa5/26 Ba5/28 


Bo5/24 MI5 28 


SF5/13 VaS/20 Se5/22 P05/25 
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5/12 
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SAILS 
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SHIP 


Buenos Aires 
Del Oro 

Rio Tunuyan 
Haiti 
Holberg 

Del Sud 

Bow Santos 
Alpherat 
Gerd 

Dei Campo 
Chile 
Paraguai 
Santos 

Del Viento 
Rio de La Plata 
Del Mar 

Del Valle 
Rio Jachal 
Rio Tunuyan 


TANGA 


Afr Planet 
Gerard 
Lombok 


Mayo 
Afr Sun 
Robert 
Roebiah 


Leopold 
Lawak 


VICTORIA 


Del Mundo 
Cuba 

De! Santos 
Del Oro 
Del Campo 
Chile 

Del Viento 
Del Valle 


CUTTA 
Exminster 
City Bath 
Express 

Exemplar 
Excelsior 


Exminster 
Express 
Exemplar 
Excelsior 


COLOMBO 


Malakand 
Marwarri 
Exminster 
Corfu 

Nias 
Cornelius 
Express 
Leise 
Exemplar 
Canton 
Anna 
Excelsior 
Paima 
Star Arctaurus 
Laura 


DJAKARTA 


Anna 


IL 195 


6 


LINE 


Dryfus 
Delta 
ArgState 
Lioyd 
Nopal 
Deita 

Hol - Int 
Torm 
Delta 
Lioyd 
Lloyd 
Dryfus 
Delta 
ArgState 
Deita 
Deita 
ArgState 
ArgState 


Farrel) 
Dreyfus 
Nediloyd 


Lykes 
Farreil 
Dryfus 
Nedlloyd 


Dreyfus 
Nedlioyd 


Delta 
Lioyd 
Deita 
Deita 
Delta 
Lioyd 
Deita 
Delta 


Am-Exp 


Ell- Buck 
Am-Exp 
Am-Exp 
Am-Exp 


Am-Exp 
Am-Exp 
Am-Exp 
Am-Exp 


Cunard 
Cunard 
Am-Exp 
PacFar 
JavPac 
Maersk 
Am-Exp 
Maersk 
Am-Exp 
PacFar 
Maersk 
Am-Exp 
Maersk 
PacFar 
Maersk 


Maeersk 


CUE 


NY5/24 Bo5/26 Ba5/28 Pa5/ 30 
NO5/27 Ho6/1 

NY5/26 

NY5/26 

N06/4 H06/8 

N05/31 

NY6/1 Pa6/4 Ba6/7 Bo6/10 MI6/15 
NY6/1 Bo6/5 Pa6/7 Ba6/9 HR6/10 
NY6/7 Bo6/10 Pa6/13 HR6/15 Ba6/18 
N06/10 H06/15 

NO0611 H06/16 

NY6/11 

NY6/14 B06/16 Ba6/18 Pa6/20 
N06/17 Ho06/22 

NY6/16 

N06/21 

NO7/1 Ho7/6 

NY6/30 

NY7/14 


NY5,19 
NY5/27 N06/6 


NY5/26 Ba5/28 LAG6/11 SF6/14 P06/18 Se623 | 
Va6/26 | 

Gulf6/11 

NY6/18 

NY6/26 NO7 6 

NY6/30 Ba7/2 LA7/16 SF7/19 Po7/23 Se7/28 
Vas 

NY711 NO7/21 

NY7/28 Ba7/30 A8/13 SFR/16 Pok/20 Sek 25 
Va8/28 | 


N04/29 H 
NY5/18 
N05/13 
NO5/27 
N06/10 


Ho5/18 
Ho6/1 


Ho6/15 
N06/11 H06/16 
N06/17 Ho06/22 
NO7/1 Ho7/6 


TEA BERTHS 


Bo5/15 NY5/16 
Bo5/25 NY5/ 26 
Bo5/28 NY5/29 
Bo6l4 NY6/15 
Bo6/27 NY6/28 


Pa5/30 Nf6/1 Ba6 


Bo5/15 NY5/16 
Bo5/28 NY5/29 
B06/14 NY6/15 
Bo6/27 NY6/28 


$a5/12 NO5/17 H05/20 Ga5/21 
BoS/11 NY5/13 Pa5/18 Nf5/20 Ba5/22 
Bo5/15 NY5/16 

SF5/21 LAS/27 

LA6/3 SF6/7 P06/12 Se6/16 Va6. 20 


NY5/25 MI6/9 
Bo5/28 NY5/29 
NY6/7 MI6/21 
B06/14 NY6/15 
SF6/18 LA6/24 
NY6/19 MI7/3 
Bo6/27 NY6/28 
NY7/5 MI7/19 
SF7/16 LA7/22 
NY7/22 MiB/4 


NY6/19 MI7/3 


Regular Service 


From The Principal Brazilian Ports To: 


NEW YORK 


Owned 
Brazilian Government, 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 


lations 
the worl 


NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


and operated exclusively by the 
LLOYD BRASIL. 


the commercial centres of 
The American Line maintains 


with 


d. 


regular service from the principal Brazilian 
coffee ports to New York and New Or- 


leans, w 


ith facilities (as cargo offers) 


Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


Bringing North 
BRASILEIRO 


and South America nearer each other, LLOYD ! 
the Good Neighbor Neighbor 


makes a Close 


NEW YORK 


17 Battery Place 


NEW ORLEANS 
305 Board of Trade Bldg. 


MOORE- w 


REGULAR 


CORMACK 


CHES 


AMERICAN FLAG SERVICE 


ervice etween ast 
REPUBLICS Coast of United States URUGUAY 
LINE and the countries of | ARGENTINA 
PACIFIC ond Passenger (BRAZIL 
ervice between Wes 
REPUBLICS Coast of United States URUGUAY 
LINE and the countries of | ARGENTINA 
NORWAY 
AMERICAN freight and DENMARK 
Service between East /SWEDEN 
SCANTIC Coast of United States )\ POLAND 
LINE and the countries of FINLAND 
RUSSIA 


For complete information apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 


Offices in Principal Cities of the World 


= 
5/23 
5/25 
5/27 
5/28 
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6/13 
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SAILS SHIP LINE DUE 
NOPAL LINE 
4/26 Exminster Am-Exp 805/15 NY5/16 
5/4 Lombok Nediloyd NY5/26 Ba5/28 LAG/11 SF6/14 P06/18 Se6/23 
Va6/26 
The Northern Pan-America Line A/S | 5/24 Exemplar Am-Exp B06/14 NY6/15 
oO | | 6/7 Roebiah Nediloyd NY6/30 Ba7/2 LA7/16 SF7/19 Po7/23 Se7/28 
sto Va8/1 
7/6 Lawak Nediloyd NY7/28 Ba7/30 LA8/13 SF8/16 Po8/20 Se8/25 
Va#/28 
Regular Service 
Fast Norwegian Motorships HONG KONG 
4/10 Dale Pioneer NY519 
4/18 Jeppesen Maersk SF5/11 LAS/14 NY5/29 
Coffee Service 4/22 Korean Bear PacFar SF5/7 LAS/13 
5/3 Maren Maersk $F5/25 LAS/28 NY6/13 
5/6 Golden Mariner PacFar SF5/21 LAS/27 
Brazil/U. S. Gulf | 5/18 Susan Maersk SF6/10 LA6/13 NY6/27 
| 5/23 Ivaran Dryfus LA6/14 NY6/30 
| 6/3 Rita Maersk SF6/25 LA6/2B NY7/12 
6/3 Golden Bear PacFar SF6/18 LA6/24 
| 6/9 Borgholt Dryfus LA7/1 NY7/17 
General Agents | 6/18 Christine Maersk SF7/10 LA7/13 NY7/27 
| 7/1 Korean Bear PacFar SF7/16 LA7/22 
Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
| KOBE 
WHitehall 3-1572 
| 4/10 Lishoit DOryfus LA4/26 NY5/13 
New Orleans—Bieh! & Co., Inc., Sanlin Bldg. | 4/15 Dale Pioneer NY5S/19 
| 4/24 Jeppesen Maersk SF5/11 LAS/14 NY5/29 
Houston—Biehl & Co., Cotton Exchange Bldg. Maersk SF5/25 LAS/28 NY6/13 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 3/25 Susan Maersk $F6/10 LAG/13 NY6/27 
5/W  Iwaran Dreyfus LA6/14 NY6/30 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 6/9 Rita Maersk SF6/25 LA6/28 N7/12 
6/15 Borghoit Dreyfus LA7/11 NY7/17 
Santos/Rio—Agencis de Vapores Grieg S/A 6/24 Chastine Maersk SF7/10 LA7/13 NY7/27 
Paranagua—Transparana Ltda. 
SHIMIZ 
Buenos Aires—-international Freighting Corporation, Inc. U 
Peter Maersk SF4/26 LA4/29 NY5/14 
4/17 Date Pioneer NY5/19 
| 4/26 Jeppesen Maersk SF5/11 LAS/14 NY5/29 
| 5/11 Maren Maersk SF5/25 LA5S/28 NY6/13 
5/27 Susan Maersk SF6/10 LA6/13 NY6/27 
6/11 Rita Maersk SF6/26 LA6/28 NY7/12 
| 6/26 Chastine Maersk SF7/10 LA7/13 NY7/27 
YOKOHAMA 
4/13 Lishoit Dreyfus LA4/26 NY5/13 
4/15 Peter Maersk SF4/26 LA4/29 NY5/14 
4/19 Dale Pioneer NY5/19 
4/30 Jeppesen Maersk SF5/11 LA5/14 NY5/29 
5/15 Maren Maersk SF5/25 LAS/28 NY6/13 
5/31 Susan Maersk SF6/10 LA6G/13 NY6/27 
6/1 lvaran Dreyfus LA6/14 NY6/30 
| 6/15 Rita Maersk SF6/25 LA6/28 NY7/12 
6/18  Borgholt Dreyfus LA7/1 NY7/17 
6/30 Chastine Maersk  SF7/10 LA7/13 NY7/27 


Accepts freight for New York, with transshipment at Cristobal, C. Z 
Accents freight for Atiantic and Gulf ports, with transshipment at Cristobal, C. Z 


HANDLING 
COFFEE All for a cup of coffee 


Ships, rere nt manpower and the most modern load- Under the glass top of a desk at the F. J. Bovay 
ing and unloz re nt are ¢ ake , 
ne nd uy oading equipme nt are combined to make plumbing shop in Potsdam. N. Y.. was a ‘$10 bill 
Pacific-Argentine-Brazil Line’s coffee cargo service . 
7 cogs Someone broke a window near the desk, reached through 
so superior. Fast schedules on C-3 ships between Brazil hed th | | ff h the b 1] 
and America’s West Coast, and smashed the glass top and made O% with the bi 
What the burglar didn't know then, but probably 
does now, is that the bill is an advertisement. The re 
Accommodations verse side carried a notation that the bill was good for 
/ for 12 passengers one cup of coffee at a local restaurant 
; o / Iced coffee in Karachi 
PACIFIC ARGENTINE LINES PACIFIC ARGENTINE BRAZIL LINE ore 
@RATIL LINE. INC ] The Karachi, Pakistan, newspaper Dawn reports that 


POPE TALGOT INC AGENTS PACIFIC AND ATLANTIC INTERCOASTAL 
hte people are able to get iced coffee in that city, but “one 
San Francisco « DOuglas 2-2561 


0 100 Bush Street, 
Executive Oveices rarely meets with iced tea 
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retires after 31 years 


Frank Buxton 


in food field; honored at luncheon 


Frank W. Buxton, president and director of the American 
Coffee Corp. and vice president and director of the A & P 
years in the 


Coffee Division, has retired after 31 food 


business. 

A coffee industry leader for 
many years, Mr. Buxton was 
testimonial 
luncheon by the National 
Coffee Association's board of 
directors and officers. 

After service in the World 
War I, Mr. Buxton 
ployed in the foreign depart 
ment of the Old Colony Trust 
Co. 
dairy business. In 


honored ata 


was cm 


wholesale 
1925, he 
became advertising manager 
of the New England Division 
of The Great Atlantic & Paci 
fic Tea Co. He was appointed Washington representative 
of the company in 1930 and in 1932 came to New York as 
advertising and merchandising manager of the A & P Coffee 
Division. In 1947, he was named vice president of A & P's 
coffee buying subsidiary and in 1951 became president 

Mr. Buxton was active in the affairs of the industry. 
From 1939 to 1951, he was a member of both the Board of 
Directors and the Executive Committee of the National 
Coffee Association. He also was a member for many years 
of the Joint Coffee Promotion Committee. He is one of 
the seven members of the coffee trade who during the last 
40 years have received the highest award the association 
can bestow, the Certificate of Merit, for outstanding service 
to the industry. During World War II], Mr. Buxton was 
a member of advisory committees to the War Production 
He was also a special con 
Office of Inter-American 


and in the 


Frank W. Buxton 


Beard and other war agencies 
Nelson Rockefeller’s 


sultant to 
Affairs 


Captain Westy Leth named head 


of Moore-McCormack lines in Brazil 

William T. Moore, president of Moore-McCormack 
Lines, Inc., has announced the appointment of Captain 
Westy Leth as managing director of Mooremack’s Bra 
zilian subsidiary, Moore-McCormack Navegacao S/A 


M/S BORGHOLT M/S IGADI M/S REINHOLT 


FAST DIRECT FREIGHT SERVICE 
FROM TEA AND SPICE PORTS 
PHILIPPINES CHINA JAPAN 


IVARAN LINES 


Far East Service 


STOCKARD STEAMSHIP CORPORATION, General Agents 


M/S LISHOLT 


17 Battery Place, New York 4. N. Y.. WHitehal! 31-2340 


APRIL 1956 


Captain Leth ts replacing Captain Fernando Frota, 
who resigned to accept an appointment by the Brazilian 
government as chairman of their Maritime Board. 

Captain Leth joined Moore-Mc¢ ormack Lines in 1924 
as a third ofhcer on the company’s Commercial Travel 
ier. Later, he was appointed chiet officer of the Com 
mercial Pilot in the company’s South American trade 
In 1931 Captain Leth became master of the Clittwood 
in’ Mooremack's American Scantic Line service 

He had other commands with the company until 1939, 
when he was assigned to Santos as Mooremack’s marine 
superintendent, and two years later he was made man 
ager of that othice 

In announcing the appointment of Captain Leth, Mr 
Moore stated, ‘'( aptain Leth has won the confidence and 
respect of Brazilian trade leaders and government figures 
in the world’s most important coffee port. He ts a real 
enthusiast for Brazil and he is recognized as contributing 
to the development of better trade relations between our 
two countries.’ 

Captain and Mrs, Leth 
will move the Brazilian trathe headquarters from Rio de 


are residing in Santos, He 


Janeiro to Santos 


Named to NCA committee 


Edward Aborn, of Tenco, Inc., Linden, N.J., has been 
named chairman of the “Constitution and By-Laws Com 
mittee of the National Coffee Association 

Phillip Nelson, of Ruffner, McDowell & Burch, Inc., 1s 


a new member of the committee, succeeding Frank Buxton 
... of your mild coffees 


of A&P, who has retired 
to United States markets... rely on 


UNITED FRUIT @ 
COMPANY 


Regular Sailings between 
GUATEMALA NICARAGUA 


EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


FOR 
FAST DEPENDABLE DELIVERY 


and 
NEW YORK - NEW ORLEANS - HOUSTON 


NEW YORK: 
Pier 3, North River 
NEW ORLEANS: 

321 St. Charles St. 
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Coffee Movement In The U. S. Market 


(Figures in 1,000 bags) 


Total 


Entries Brazil 


1954 


532 
303 
162 
247 
POb 
518 
501 
975 


mber 
October 
November 


December 


1955 


January 


Kebruary .. 


Se pte mibet 
October 
Ni vember 


ibe 


January 
Mebruary 
March 


825 
1126 


The coffee outlook 


Just as soon as the demand picture here softened, some of 
the stranger aspects of the price situation began to disappear 
The enormous spread between Brazils and Colombians 
which had been characteristic of the “paradox” of the 


shortage of milds during this period—began to narrow 


What brought a tapering of demand? 

Trade opinion feels that heavy inventories at the retail 
level were responsible, in part. In addition, the so-called 
seasonal factor was beginning to loom 

Whatever the reasons, the net result was a tapering of 
demand for green coffee on a replacement basis by roasters 

As prices fell, a round of price reductions on roasted 
coffee amounting to three cents a pound was touched off 
This trend became general across the country 


With the figures in for the last quarter of 1955 and most 


Deliveries—tfrom : 
thers 


Visible 
Brazil 


of Moath 
Oo Total 


Total 


687 
452 
311 
438 
320 
543 
405 
035 


1,031 
1,092 
754 
799 
795 
916 
2,097 


1,476 738 
1,285 567 
1,461 194 
1,190 425 
1,744 533 
1,315 272 
1,632 728 
1,324 484 
1,506 543 
1,887 024 
2.013 

1,849 


1,643 
1,805 


of the first quarter of 1956, some perspective on what hap- 
pened becomes possible. 

One summary put the imports in the last quarter of 1955 
at 6,000,000 bags, which is a higher rate than has been true 
in recent years 

In addition, first quarter 1956 imports were expected to 
run to 6,500,000 bags, an even higher rate. 

This demand is considered to have arisen from inventory 
building operations, but also in part from a rise in con- 
sumption. 

It was a strong enough demand to explain much of what 
happened on prices. 

In the meantime, the battle of the figures continues. The 
U.S. Department of Agriculture has issued estimates on 
crop production which vary considerably from estimates by 
organizations in the producing countries themselves 

The most recent differences center on the Brazil crops 
Before, conflicting figures were on production of milds 


42 Broadway 


SOUTHERN CROSS LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
General Agents 


New York 4, N. Y. 


Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded 1 rucking 


| 


Riverfront W arehouses 


Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 


MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
Free And Bonded Warehouses 
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808 592 596 907 
August 552 640 1,078 
; 740 529 572 $92 
1,068 1,122 1 532 1,567 H 
871 446 1,184 i 
1,144 411 874 425 992 
wr March 404 1,027 541 735 i 
\pril 4,498 540 50 381 806 
585 1,159 422 955 i 
luly ... 739 362 1,090 i 
Au 1,360 579 745 330 #14 i 
1,490 731 775 349 
1,894 1,063 824 213 1,237 
1956 i 
1,516 738 740 571 1,351 | 
1,804 077 445 1,325 
2,329 1,226 2,352 1,192 421 1,613 
eo: Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) i 
| 
| 
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How long is an iced coffee campaign? 


We were talking to a friend of ours the other day, an 
advertising man from one of the big Madison Avenue 
shops. Naturally, the conversation came around to the iced 
coffee campaign. 

“How long,” he asked, “is it going to last? 

That turned out to be quite a question. It brought to 
light some ideas we think are worth passing along. They 
could make a difference in results individual companies, and 
the industry as a whole, rack up in the iced coffee campaign 

“You've just talked about June and July,” our friend said. 
“What about August and September? It seems to me if you 
let up too soon, you might miss the boat.” 

“How so?’ 

“Well, you'd be in the same spot a client of ours was 
They're a bread company, not coffee, but the point is just as 
pertinent 

“They gave us the assignment of introducing a new 


We planned a 12-week 


very heavy in the first four weeks, tapering off 


product on one of their markets 
promotion 
over the next eight. Then, for the rest of the year, we 
worked out an inexpensive reminder campaign.” 

‘What happened?” 

“Plenty. The old product—the one being re placed by the 
The 


new product moved to 35,000 units a week after the first 


new product sold about 7,000 units a week average 


four weeks of the program. At the end of 12 weeks, it 

levelled off at about 30,000 units.’ 
What's wrong with that?’ we asked. ‘Sounds like a 

darn good promotion.” 

But 

as the promotion was over, the client cancelled the follow 


fact 


Our friend shook his head It was just as soon 


up campaign. Sales dropped, plenty. As a matter of 
a couple of years later they sold the plant and got out of 
the market entirely.” 

We mulled that over in silence for a moment. Then our 
friend said slowly, “I've never forgotten it. I always take 
a good look at every one of our campaigns now, to make 


It's paid off.” 
“Take your industry's 


sure we don't let them die out too soon 

He pointed his pipestem at us 
iced coffee drive Why not promote iced coffee alone in 
June, July and August? Then have a transitional iced and 
hot coffee program in September and into October. Then 
pick up again full blast on hot coffee 

“It's a thought,” we agreed. “Certainly it's different from 
the kind of thinking the industry's been doing for years 
We'll pass the idea along 

Which ts why we've reported the conversation here. It's 


also why we mentioned it to a roaster who has managed, 
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since the war, to knock out most of his summer slump with 
iced coffee promotion, even operating on his own, without 
an industrywide drive 

To him, the iced coffee potential isn't theory 


his books, in black and white, as extra volume in response 


It's on 


to the effort 
“How long should an iced coffee campaign be?” he asked 
“We start in May and run through September. That 


we find we yet the most out of our promotion money 


way 


Sounds as though now, while there's still time to plan 
ahead, you might do well to ask yourself the question 


‘How long 7; an iced coffee campaign? 


“Growth” for iced tea 


into the 


Li 0k 


‘growth’ industries, for there are 


outstanding growth or 


such——and you Tl find 


one tactor in common 


readiness-—almost an to take a fresh 


It's a cagerness 


evaluation of product position, of the reasons for it ind to 


draw conclusions which are fact-hard and viston-bold 


Whol 


into existence in the last decade as 


new industries, great new Companies have come 


a result of this kind of 
appr yach 

Tea men have reason to feel good about the existence of 
this approach in our industry 

Especially since the end of the war, the industry has been 
uniquely able to size up where it stood, even when it hurt 
and to decide where it should be headed 

Now the tea industry is about to make that fact-hard and 
be the 


vision-bold approach evident again, in what 


may 
most significant example yet 

The industry has dared to make fundamental examination 
of the demand for iced tea, and the attitudes toward it 


From that examination has come the basis for an entirely 
should 


history not only for the industry itself, but for all adver 


new attack on iced tea promotion——one that make 
tising 

It is an approach, moreover, which lends itself to use by 
individual packers in their own iced tea promotion 

All this is one reason, among others, why no one who ts at 
all active at the Hotel Biltmore 


on May 17th, for the Tea Association's Midyear Meeting 


in tea can afford not to be 


One of the things that will happen in that tight 4 p.m 
to 5 p.m. session is the presentation of the new approach 


to iced tea advertising 
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5 important steps in our service to the 
Tea Trade 


Old Slip 


Warehouse, Inc. 


Tea Storage 


Blending 


Reconditioning 


Repacking 


Tea Packaging for the Trade 


ADDRESS ALL INQUIKIES TO MAIN OFFICE 


ARTHUR M. KOSTER, PRES. 


WAREHOUSES AT 
37-39-41 OLD SLIP 
67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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Salada Tea’s 


Salada Tea Bags, formerly packed in the familiar yellow 
and blue package, are beginning to appear in a bright, 
newly designed package. 

The old package has undergone a complete change in 
basic design and has emerged in a new size and shape 
with brighter and more attractive colors than ever before 
The new design is clean, smart and modern—completely 
different from its predecessor, and yet it succeeds in re 
taining some of the identity of the old package. The 
new design has grace and dignity as well as strength, and 
it is expected to attract the favorable attention of Mrs. 
Consumer in the stores. 

A newly designed carton for Salada package tea has 
also been completed and will begin to make its appearance 
later in the year. 

One of America’s leading package designers, Frank 
Gianninoto, of New York City, who is still basking tn 
the glory of his phenomenal success with the new Marl- 
boro cigarette package, was engaged to re-design the 
entire line of Salada Tea and Salada Tea Bag packages 

Before the design project for the new Salada packages 
got underway, a preliminary research study was made, not 
only of the Salada packages, but those of competitors as 
well. Then the Salada packages were very carefully 
studied both from the point of view of the retail outlecs 
as well as the consumer. 


It was found that with the exception of the 100 tea 
bag carton, most of the other packages were of a shape 
which did not permit maximum display on the shelves 
In order to secure a larger display area on the face of 


the packages, the shape of the cartons was changed. They 
now enjoy greater visibility both in the stores and at 
home. 

The basic design for the tea bag packages illustrates 
a stylized treatment of a tea bag itself, used in a repeat 
pattern. The tea bag design adds a decorative note, and 
whether the consumer is actually aware of the fact that 
the rick-rack like pattern represents tea bags or not, it has 


New Salada package wins award 

The Salada Tea Co.'s new package design has alread) 
been singled out for recognition 

It won a merit award im the 1956 contest sponsored 
by the Folding Box Association. Judged one of the 
country’s 100 best packages, it was picked by a jury of 
designers, advertising and business leaders from 7,027 
entries 

The carton is manufactured by William W. Fitzhugh 
Inc,, and the National Folding Box Co., Ince. 
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How the company revamped its 


line — achieving new design, size, shape and colors 


new packages 


tea bag and package tea 


The old Salada package of 48's (left) contrasts sharply in impression 
of size with the new (right). Some of old package identity is 
retained. 


a decorative and friendlier feeling a gayer look which 
has a stronger appeal for women, 

The name Salada has been simplified and made more 
legible by using a lower case style letter and eliminating 
the quotation marks that were formerly used around the 
name. 

The color plan follows basically that of the old package, 
yellow and blue, except that the yellow is considerably 
brighter and more intense-—more in keeping with a 
stimulating beverage 

Through the use of the brighter colors and more ex 


citing design, three things have been accomplished 
product association has been increased In other 
words, the new package has a much stronger, specify 


association with tea than the old one had 

Secondly, the package's mass display values have been 
increased you 
today’s shopping habits and the importance of the self 


This, of course, is vital when consider 
service markets 

And thirdly, the new package has the obvious ad 
vantage of more visual excitement in the hands of the 
consumer at the critical point-of-sale 

For many decades the Salada package has been a 
familiar sight to food Shoppers. When you trace the his 
tory of Salada Tea, it 1s interesting to note how significant 
a role Salada has played not only in the progress of tea 
in America but in packaging as well 

Salada, founded in 1892, was one of the very first teas 
to be packaged. The Salada founders rightly felt that if 
the consuming public could obtain the higher quality teas 
they 


would forsake the poor r grades they had been buying out 


in package form and identified by a brand name 


of open chests in the stores 

Salada Tea was one of the first food products to be 
packaged in metal foil. The famous aluminum foil pack 
age of Salada Tea remains fresh in the memory of many 
of us. For half a century the crinkled 
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India lifts limit on tea 
sales through foreign 
auctions in current season 


The Central Tea Board of India has withdrawn its 
limitations on the amount of tea which may be sold 
through foreign auctions during the present season. 

Before this decision, the amount of tea permitted to 
be sold this season through foreign auctions was restrict- 
ed to 140,000,000 Ibs. Relaxation reflects unsold tea 
stocks in Calcutta since last autumn and falling prices 

Market opinion in London suggests that the relaxa 
tion has come too late to be the stabilizing factor that it 
might have been last November, when the London market 
was substantially above Calcutta, Since then, London 
prices have also declined 

It was with a view to encouraging auctions of tea in 
India that the government of India in July, 1955, fixed 
a ceiling of 140,000,000 Ibs, on tea consigned from North 
India to London for auction out of the 1955 crop 

It turned out that the crop in North India in 1955 
amounted to the record figure of over 533,000,000 Ibs 
This increase in production coincided with a world 
wide recession in the price of tea 

Notwithstanding an improvement in Calcutta’s ex 
port auctions, it was emphasized by producers and trade 
interests that relaxation of the ceiling might help in 
stabilization of prices at an economic level 

The Lovernment accordingly decided to allow export 
of the unsold crop of Indian tea to the London auctions 


up to May 41st this year 
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Says India won't nationalize tea now 

H. K. Stringfellow, chairman of the Indian Tea As- 
sociation, said in Calcutta recently that he believed the 
government of India had no intention of nationalizing 
the tea industry at present. 

He based his belief on the fact that the government 
of India and the state goverments already had “adequate 
control over the affairs of the industry and a more-than- 
adequate share in sale pro¢ eeds of the industry.” 

He was addressing the annual meeting of the Associa 
tion, 

Listing the various welfare facilities now being en- 
joyed by tea laborers, Mr Stringfellow said the govern- 
ment of India would content itself with the powers it 
possessed under the Companies Finance Act and “it 
will leave us in charge for the present.” 

He emphasized that when he said that the shadow of 
nationalization no longer lay over the tea gardens, it 
was because the substance of nationalization already ex- 


isted in the industry 


Tea Association of India formed 

An all-India organization, called the Tea Association 
of India has been formed to promote the common tn 
terests of indigenous tea planters and to foster trade, 
commerce and industry connected with tea. 

The Association will provide, in addition, facilities 
for representing its members before other public bodies. 
It will also encourage facilities for research. 

Membership has been thrown open to all tea estates and 


tea gardens 
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tea — its pharmacology 


By JOHN C. KRANTZ, JR. Professor of Pharmacology and Head of Department 
University of Maryland, School of Medicine 


Lhis 1s another of the papers presented to the histori 
foram on the medical aspects of tea held at the New York 
Academy of Sciences. (See: “Scientists at historn sym posmm 
explore effects of tea drinking,” June, 1955, COFFEE & TEA 
INDUSTRIES, Page 83; “Introduction,” July, 1955 
Page $3 “Beverage and dietary aspects of tea,” 
1955, Page 43; "A medical appraisal of tea,’’ October, Page 
19; “Ps\chological effects of tea drinking,” January, 1956, 
Page 49 

The s;mposium was sponsored by The Biological Sciences 
Foundation, Ltd., Washington, D. C Dr. Henry ]. Klann 
berg, executive director of the Foundation, edited the pub 


Angu 


licat if the sym posimm papers 


Part 2—Conclusion 

The pharmacology of caffeine 
Physical occurs as a 
white glistening powder 
One gram of caffeine dissolves in 55 cc. of 
The solution is neutral. When caffeine is mixed with an 
equal weight of citric acid, citrated caffeine ts formed, which 
Catfeine ts soluble in sodium 


Properties of Caffemne. Caffeine 
It is odorless and elicits a bitter 


taste water 


is soluble in 4 parts of water 
Caffeine and sodium benzoate 1s 
It contains 5O% 


benzoate solution recoyx 
nized by the United States Pharmacopoeia 
of anhydrous caffeine. The 


It is the parenteral preparation of choice 


combination ts soluble in 1.2 


parts of water 
caffeine 
The l Hlect of Caffeme on Cerebral Centers 


site of the action of caffeine on the central nervous system ts 


The principal 
the sensory cortex. Larger doses affect the motor areas and 
the action descends to the medulla oblongata and the spinal 


cord Therapeutic oral doses of caffeine produce an in 


creased degree of irritability of the sensory cortex. This 
results in 
l Increased mental alacrity 
2. Alertness and brighter spirits 
More acute and discriminating sensations 
Facilitation of association of ideas 
Retardation of action owing to more discriminating 
judgment 
disturbed by 


6. Occasional insomnia 


sleep may be 
dreams in the uninitiated individual 

The foregoing actions of caffeine on the cerebral cortex 
have been demonstrated in laboratory animals and in obser 
vations on people trained to perform tasks such as typing 
and target pricking 

Dogs to which caffeine is administered show an 
response to a electrical stimulation to 
In man there ts little evidence of tn 


cxap 
gerated standard 
the motor cortex 


creased motor activity produced by caffeine 


956 


The question of a subsequent depression of cerebral ac 
tivity after the stimulation produced by caffeine has been 
the subject of a great deal of study. It cannot be doubted 
that excessive doses of caffeine produce an excitability of 
the sensory cortex, a restiveness, a feeling of mental anxiety, 
which when passed leave a sense of depression in their 
wake. However, the mild physiologic type of cerebral stim 
ulation evoked by catteine does not appear to be followed 
by depression (Cheney, 1935) Although Horst et al 
(1934) are of the opinion that caffeine does leave a feeling 
of depression, the evidence seems to indicate that it ts 
difficult to differentiate the mild depression from normal 
mental fatigue after cerebral activity, and the depression if 
any, 1s inconsequential 

Caffeine has been used widely in the treatment of head 
It is a frequent constituent of the generally-used he ad 
Moyer et al (1952) placed its therapeut 
Caffeine 


ache 
ache remedies 
use in hypertensive headaches on a sound basts 
was shown to decrease the arterial and post arteriolar vas 
cular tension of cerebral vessels, and through this mechanism 
relieves hypertensive headaches decrease cerebral 
This was followed by a re 
The tall in 
brospinal fluid pressure Is secondary to the decrease im cere 
blood flow Aminophylline shares with 
caffeine. Moyer and his associates found aminophylline to 
be the more effective of the two drugs in the relief of hyper 


blood flow was demonstrated 


duction in cerebrospinal Huid pressure cere 


this action 


bral 


tensive headache 
The Effect of affeme mn the 


oral therapeuti dose of caffeine of O 


Vedullary Centers The 


» to 0.4 pm, (3 to 9 


At the Cha-No-Yu, the traditional Japanese tea ceremony, held in 
New York City recently to mark the 50th anniversary in tea of Kenzo 
Ikeda, head of the Japan Tea Buying Agency, Shiweie, tea pro 
cessors and exporters. Preparing the ceremonial beverage is Mrs 
lkede. About to sip the brew from an antique cup is Joseph G. 
Vaskas (left), tea buyer for the Atlantic & Pacific Tea Co., in whose 
offices the Cha-No-Yu was held. Watching him is Mr. lheda 
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gr.) produces no detectable effect on the medullary centers 
When the drug is given parenterally, stimulation of the 
Respiration is stimulated by the 


medullary centers occurs. 
Especially is this noticeable if the 


direct action of caffeine 
respiration has been acutely depressed by some drug antagon 
ist such as a chloral hydrate or morphine. On the other 
hand, when caffeine and sodium benzoate is given as a 
respiratory stimulant to check the failure of a respiratory 
mechanism which has been chronically poisoned for long 
periods, as in uremia, the drug produces little benefit. When 
the patient is in a moribund state and peripheral circulation 
is poor, the absorption of the caffeine is problematic In 
such cases the slow intravenous injection is the most de 


pendable method of administration 


Effect on respiration 

Richmond (1949) the effect of caffeine 
aminophylline upon respiration in man. A dose of 0.25 gm 
of caffeine and sodium benzoate was administered subcutane 
ously. While the subjects were breathing air, caffeine pro 
duced only an insignificant increase of 2.89% in the ventil 
ation volume. When the subjects were breathing 3% and 
5% carbon dioxide-oxygen mixtures, caffeine produced an 
increase of 23 and 51.7% ventilation respectively. Rich- 
mond concludes that since carbon dioxide acts directly on 
the respiratory centers and caffeine enhances this action, 
caffeine must render these centers more sensitive to carbon 
dioxide. This action was not shared by aminophylline. 

When caffeine stimulates the respiratory centers, it also 
stimulates the vagus center. The cardiac slowing which 
would be produced through vagal action its antagonized by 
the direct stimulation of the drug on the myocardium. The 
vasoconstrictor center is also stimulated, but simultaneously 


studied and 


the peripheral vessels are dilated by the direct musculotropi 
The overall effect is a slight transient 
This is observed most strikingly 


action of caffeine. 
fall in blood pressure 
when the drug is given rapidly by vein 

The Effect of Caffeme on Skeletal Muscle. When 
solutions are applied to teased muscle, microscopically the 
contents of the fibers are seen to move, the cross striations 
disappear, and the longitudinal striae become more promi- 
The sarcolemna becomes detached. Caffeine has been 
considered a muscular stimulant. At the 
trations at which the drug is effective, it is said to increase 
the amount of work that a muscle can do. Higher concen- 
Indeed experiments on tsolated 


catfeine 


nent 


lowest concen 


trations reduce the work. 
frog's gastronemius muscle show that caffeine in optimal 
concentrations increases the tension output (Saslow, 1936) 
At an enzyme level caffeine was found to be ineffective on 
muscle catalase. Caffeine exhibited a definite inhibitory 
effect on muscle adenosine triphosphatase and nerve cholines 


terase 


Increases capacity for muscular work 

The increased activity of skeletal muscle after caffeine 
appears to be central in origin and possesses a strong psy- 
chogenic component. Theobromine has the most striking 
effect on isolated skeletal muscle of the three methylated 
xanthines. Yet owing to its comparatively weak cerebral 
effect its action on muscle activity when administered to 
man is never manifested. Caffeine, on the other hand, is 
a more potent cerebral stimulant, and when ingested super- 


imposes volitional muscular activity over fatigue and thus 
The evidence 


increases one’s capacity for muscular work. 
appears convincing that this action of caffeine is central 
(Continued on page 50) 
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examination 


and tasting 


of tea 


This baste summary of one of the tea trade's most essen- 
tial procedures is from the newsletter of the Tocklai Expert 


mental Station, Indian Tea Association. Part 2 


Color of the leaf 


This will vary according to the country of origin and 
the Generally speaking, teas 
from South India, Africa and Ceylon are black or grey 
black in color, while Java and North East Indian teas 


are bla k 


vrade of tea in question 


or brown-black 

Greyness in tea is not desirable, as it denotes faulty 
manuta The thin 
varnish-like coating on the dry leaf is rubbed off and 


ture, generally during sorting and 


results in a grey color, This coating is soluble in water 
and plays an important part in liquoring properties. It 
absent, the tea must necessarily have been deprived of its 
fullest liquoring capabilities. 

A brown appearance, on the other hand, need not be a 
disadvantage, and in fact is often unavoidable with very 
tippy tea. The reason for this is the hair growth down 
the shoot The 


second leaf may have a quantity of hair insufficient to 


which has been picked for manufacture 


i volden appearance known as tip, but sufficient 
the leaf to that of Also, 
rolling bud, 


prod 
to discolor a brownish color 
rubbed off the 


the first leaf, and be deposited on the coarser 


during some hair Midy be 
possibly 
leat. During 
results i brownish leaf appearance 
Some 
duce 


7 his 


growth 


firing this hair is affixed to the leaf and 


teas especially those from Northeast India, pro 


reddish appearance at certain times of the 


generally found during the autumnal period, when 


year 


1s slow and the tea shoots become less succulent 


and Tobacco Cut treatments, will produce a reddish tinged 


Unconventional types of manufacture, such as the ¢ 
leaf throughout the year 

A reddish appearance in dry leaf is undesirable if 
this the 


caused by Case, 


coarse plucking. In red ap 
pearance brought about by hard and coarse leaf ts con 
siderably emphasized by the presence of red stalk 

The appearance of China Teas varies considerably and 


may range between the extremes of green and black 
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Make and style 


This covers the general appearance of a grade. Here 
the expert decides whether the tea has a well rolled and 
tightly twisted leaf as opposed to open and flaky. For 
the blender this is a very important point as the density 
of a flaky tea is considerably less than that of a well 
twisted grade and difficulty may be experienced in pack- 
aging into a standard size one-quarter pound packet of 
approximately 300 Flaky tea also tends to infuse 
more quickly, with the result that a second application 
of boiling water will produce an inferior liquor com- 
pared to the liquor after similar treatment of a well 
rolled and twisted leaf 

Tip is also studied under this heading. Although tip 
in itself has limited liquoring properties, it 1s nevertheless 
an excellent indication that the grade in question has 
been made from the finer shoots of the tea bush. Tip 
should be golden in color and not pale, silvery or dull, 
Pale or silvery tip is caused by over-withering and 1s 
usually accompanied by the thin liquors consistent with 
high withers, Dull tip is often seen in teas with a grey 
leaf appearance; in this instance tip has been damaged 
together with the leaf. Incorrect rolling will tend to 
damage tip and at the same time leave the leat black in 
appearance 

Should stalk and fiber be present, coarse plucking will 
Stalk in tea ts 


and liquors are generally interior, unless stalk and fiber 


be mainly responsible most undesirable 


severe manufacturing 
stalk 


and fiber are often unavotdable, even with fairly succu 
Stalk is merely the woody portion of 


have been produced by a_ very 


treatment, such as the C.T.C. process. In this case, 


lent tea shoots 
the stem and 1s noticeable by its red appearance in a black 
tea. Fiber consists of shreds of stalk 

Size of leaf ts also a major point, and the desirability 
of a grade being the correct size, large or small, wall de 
pend on the buyer's requirements 


(Continued on pare a9) 


The U. S. Board of Tea Experis at the 53rd annual tasting session 
which set standards for the tea year beginning May Ist. From left 
Edward Spillane, G. §. Haly Co.; Joseph Vaskas, Great Atlantic & 
Pacific Tea Co.; G. T. McCally, Thomas J. Lipton, Inc.; Albert 
Guarino, Irwin-Harrisons-Whitney, Inc.; Alexander J. Grille, Henry 
P. Thomson, Inc.: William S. Jebb, Dodwell and Co.; and Robert 
H. Dick, Chief Tea Examiner of the Food & Drug Administration 


4] 


mw 
ae 


Conroy Coffee offers family-size 
iced-tea pack, in aluminum foil, 
with glass tumbler as premium 


Something different in an iced tea 
been mapped by the Conroy Coffee Co., Kansas City, 
Mo 

Conroy is packing three ounces of tea in aluminum 
This, the package states, makes three full 


promotion has 


foil laminate. 
gallons, 

The aluminum foil packages are being sold individually, 
inside an 18-ounce crystal iced tea glass, which serves as 
a premium 

Iced tea users in its seven state territory have found 
the three-ounced iced tea package ideal for home use, 
Conroy states, 

The Alcoa Wrap aluminum foil laminate packaging 
maintains the flavor of the tea untrl it is used. The Con 
roy packages of three ounces of orange pekoe and pekoe 
black tea bear the inscription ‘Sealed in aluminum foil 
for finest flavor.” 

The three-ounce packages are distributed in Missouri, 


Nebraska, Oklahoma, Minnesota and 


Kansas, lowa, 
Colorado. 

The five-color heat sealed packages, produced by Mil 
print, Inc., are 2-7/16 by 6-7/8 inches. 
offered in an 18-ounce crystal iced tea glass as a special 
by Conroy 

To assist retailers in stepping up carly summer use of 


the special iced tea packages by customers, the Conroy 


They will be 


firm supplies mats and cooperative newspaper advertising 
space to local grocers 

“Buyer acceptance of the new idea in tea packaging 
has been excellent to date,” says C, R. Clark, Conroy's 
president 

“It is natural for demand to drop during the winter 
months, but it rises sharply in the spring. Packaging tea 
in three-ounce foil bags is a new concept with us, but 
already has resulted in a better distribution in our Mid- 
western territory 

“Until now, we've been accustomed to selling the 
larger cartons of tea, but the reception of this smaller 
package caused us to re-study the market.” 


Tea problems discussed in Calcutta 


by government, industry representatives 
overproduction, accumula- 
are believed to have been 


Problems of tea in India 
tion of stocks, falling prices 
discussed at a recent meeting in Calcutta of representa- 
tives of the industry with Commerce and Industry Minis- 
ter Krishnamachari. 

Suggestions are reported to have been made to the 
Minister by planters and traders relating largely to the 
marketing of Indian tea at home and abroad. 

The India Tea Association, the Indian Tea Planters’ 
Association, the Assam Tea Planters’ Association, the 
Surma Valley Tea Planters Association, the Calcutta Tea 
Traders Association and the Calcutta Tea Merchants As- 
sociation were represented at the meeting, which was held 
at the office of the Tea Board. 

Mr. U. K. Ghosal, Chairman of The Tea Board was also 


present. 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 


Year Jan. Feb. Mar. April May June July Aug. Sep. Oct. Nov. Dec. Year Jan Feb 
Black 1954 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 1955 1956 1956 
Ceylon 19.856 2.363 2.201 5.055 3,348 2,958 1,925 3,219 4,136 3.8582 4,819 2,503 2,153 38,564 3,906 3,008 
India 40,871 3.188 5,067 7,203 3,162 3,333 955 647 1,416 2015 3,192 2,217 4,166 36,561 3,537 3,250 
l'ormosa $.799 801 362 37 8 79 67 7 158 278 571 3,630 265 
Africa 5,710 34 199 319 69 942 277 385 462 407 391 200 365 4,575 308 14:3 
Indonesia 816 1,280 1,564 812 1,150 1,006 848 1,888 1,005 850 13,264 1,499 
Japan 217 25 14 20 1 7 134 326 127 130 145 
Misc. 5461 189 653 871 1,502 561 186 245 391 S4 181 13:3 4,855 196 12:1 


Green 
Japan 1,399 231 27 13 14 59 70 
Misc. 249 16 5 3 


Oolong 


Misc. 
Mixed 13s 1 6 10 12 5 13 


TOTALS 


Figures cover teas examined and passed, do not include rerections 


115,715 8,439 9,591 14,977 9,860 8,717 4902 5,797 


11 10 
5 2 56 2 21 10 


Formosa 377 5 36 9 10 32 92 1s 5 10 18 
Canton 93 5 6 6 1 19 12 r 5 
Sentd Cntn 64 2 2 7 11 10 9 > 4 } { 1 73 8 


8,557105,48110,154 8,104 


7,685 8,052 11,995 6,910 


Based on reports from U. S. Tea Exammer 


Teapots through the centuries 


Teapots first appeared in China during the time of the 
Ming emperors (1368-1644), according to a recent sum 
It was then that the Chinese began to make their 


facture did not become acclimatized industrial Stal 


fordshire until the end of the eighteenth century 


mary Porcelain demands exquisite handpainting and was too 
tea by the method which we use today extravagant for the practical English to lend it tull 
Although they had been drinking tea since the eighth — support. Stoneware and earthenware were much more 


century A.D., before the Ming period, they either boiled 
the tea dust in a kettle or whipped the leaves in an open 
bowl of boiling water 

The first teapots were unglazed red or brown stoneware 


popular 

The sensitive and pracitcal handling of clay matertals 
for which Staffordshire wares were distinguished reached 
its height under the influence of Josiah Wedgewood 


8 Chinese considered that these gave the tea a better His plain, cream-colored earthenware, in modified 
favor. They were about 314, inches high, and remained form, remains the standard tableware today In fact, 
small while tea was an expensive luxury tea-time habits have changed so little during the last 


When tea was imported into Holland about 1610, the 
teapots came too, It wasn't long before Dutch potters 
were copying them 

A Dutchman named John Philip Elers started to make 
them in Staffordshire in 1693, and began a series of ex 
periments in clay that lasted all through the eighteenth 
century 

It is interesting to note that when first introduced into 
England about the middle of the seventeenth century tea 
was a great luxury and was only available to the few people 
who afford the between £6 
£10 a pound 

On the continent, chemists had for years been search 


could price It cost and 


ing for the secret of making fine white Chinese porcelain, 
the 
thought to be of similar material to this 
In 1709, a German chemist named J. F 
covered suitable clays for making both the so-called 


and when teapots arrived they were mistakenly 


Bottger dis 


red porcelain” and the true white variety 

White porcelain teapots were made from 1720 on 
wards, first at Meissen, near Dresden, and then at other 
factories in Germany and Italy to which the secret of 
manufacture had leaked out 

Most eighteenth-century English porcelain was of the 
easy-to model This type of manu 


sott past varicty 
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200 years that it 1s not surprising to find teapots of the 
original Wedgewood shapes among the best still being 


made 


the examination and tasting of tea 


(Continued from page 47) 


Sorting 


should be regular and yield 


This 
roughly equal size. A 


even PIECES of 


mixed tea containing a quantity 
of another grade, such as B.O.P containing fannings, an 


iS most unde sirable 


Nose 


This ts simply a matter of smelling the dry leaf. and 


O.P. containing dust, ete 


except for flavory sorts is best done by burying the nose 
in the leaf 
The flavory teas can be more fully appreciated by nosing 


exhaling and smelling the aroma given off 
without warming the leaf previously with the breath 

A considerable amount of information is obtained from 
nosing the dry leaf. ‘Taints | icked up during transit can 
be easily recognized together with manufacturing faults 
smoky,” et A 


producing liquors which are “burnt 


tea which is old or out of condition can also be spotted 


at this Stape 
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tea—its pharmacology 


(Continued from page 10) 


and not peripheral, Eichler (1938) tested caffeine on the 
performance of certain athletes assembled for the Olympics 
in Berlin. In the sprint, the receiving 
caffeine did not significantly improve their speed. In the 
high jump, where muscular activity combines with mental 
63% of the participants re 
ceiving Caffeine imptoved their jump; 35% did not. Here 
supports the foregoing 
muscular action 


100-meter runners 


precision in the performance, 


the difference is significant and 


statements with reyard to the site of the 
of caffeine 

Absorption, Frat and Excretion of Caffeme 
citrate, 1s readily absorbed from the gastro 


The solubilizing of caffeine by the addition 


Caffeine, as 
well as caffeine 
intestinal tract 


of citric acid appears to offer no advantage. Roth and Ivy 
(1944) showed that caffeine administered orally or intra 
muscularly to patients with peptic ulcer gave a sharp rise in 
wid secretion in the stomach. In fact caffeine has been used 


to produce acid flow in a test meal. Coffee and tea with 
cream and sugar also elicit the flow of hydrochloric acid in 
1944) It appears that coffee 
acid with or without caffeine 

Caffeine acid, It 1s difficult to 
say with certainty that coffee is a prime factor in the patho 
is clear that 
should 


the stomach (Roth and Ivy, 
stumulates the flow of 
increases the amount of 


of pepti ulcer however, the evident 
in hyperacidity with or without ulcer the beverage 
be taken with moderation. Caffeine is distributed to the 
various tissues of the body in approximate proportion to 
The compound passes readily into the 
Caffeine 1s completely metabolized 
1953). Only about 1% 


biotransformation of 


their water content 
central nervous system 
in man (Axelrod and Reichenthal, 

The 
be rather uniform from subject to 
There 


is excreted in the urine rate of 
was found 
subject About 15% 1s 


appears to be no day to day accumulation of the drug in 


caffeine 
metabolized per hour 
the tissues 

Voxrcity of Caffeme, Caffeine has an extraordinarily high 
The author was unable to find any record 
has been esti 


margin of safety 
of deaths resulting from overdosage. — It 
mated that 5 to LO gm. may be fatal in man 


In the laboratory animals, excessive doses of caffeine pro 


duces convulsions at first epileptiform. As the 


They are 


action descends to the cord the convulsions become toni 
and resemble those produced by strychnine. 

The toxic manifestation of caffeine may be readily com- 
bated with the derivatives of barbituric acid such as amytal 
sodium 

The Diuretic Action of the Methylated Xanthines. Caf- 
feine, theophylline and theobromine, each separately or in 
combinations, elicit diuretic activity in man and laboratory 
animals. Tea shares this action. v. Schroeder (1887) was 
the first to demonstrate the diuretic action of the methylated 
xanthines. He attributed the response to a direct renal 
action, owing to the fact that he was unable to demon- 
strate that the fluid in the tissues was markedly changed by 
the action of the xanthines 

Smith (1937) reached the conclusion that although the 
methylated xanthines tend to increase the glomerular fil- 
tration rate by improving the general circulation, or specific: 
ally the renal circulation, this effect was not a prime factor 
in their diuretic action. By means of inulin-clearance 
studies, Walker (1937) found that the methylated xan- 
thines did not alter the total quantity of inulin excreted. 
However, they showed that the concentration of the inulin 
in the urine diminished under the diuresis. This is strongly 
indicative of diminished tubule reabsorption of water from 
the glomerular filtrate as the mechanism action 


Summary 


i. The principal pharmacologic responses evoked by 
the tea are the 
present, mainly These are slight psychic stimu 


ingestion of infused due to xanthines 
caffeine 
lation and mild diuresis. 
2. The tea contribute an 
the gastrointestinal tract. This may allay mild irritation. 
3. Infused tea contains small quantities of certain 


pante 


tannins of astringency to 


namely, riboflavin, nicotinic acid, 


acid and thiamin. 


vitamins, 


Tea consumption up in Germany 

The qualities of tea consumed in the German Federal 
Republic now are of a much higher grade than in prewar 
days 

This is probably attributable to the customs tariff and tax 
policy introduced by the government, and the housewife has 
come to realize that it pays her to buy the better qualities, 
since they go much further. 


COFFEE & 


All America loveS LIPTON TEA! 


Lipton is America’s favorite tea, because its quality is 
always high. It is brisk, refreshing and full-bodied. And 


Zs it is preterred by more people than any other brand. 
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Large scale tea growing 
planned for Nyasaland 


For the first time tea will be grown on a large scale 


in the northern province of Nyasaland, according to the 
Newsletter of the Federation of Rhodesia and Nyasaland 
Pioneering the project ts a large chain organization in 


Nyasaland, which announced in Blantyre that it had 
bought 3,200 acres at Chombe, nine miles from Nkata 
Bay, with the intention of starting a tea estate, complete 
with factory. 

A full 


and land clearance in preparation of nurseries will start 


and investigation was made last year 


sury cy 


this year. 


A company spokesman said soil tests and rainfall seem 


right for tea growing 


Finlay and Aberfoyle developing 
tea planting in Southern Rhodesia 


James Finlay & Co. and Aberfoyle Plantations are 
planting in 


cooperating in 
Southern Rhodesia, according to The Tea & Rubber Mail, 
London. 


the development of tea 


Arrangements are now almost complete for the forma 


tion of a company to be registered in Southern Rhodesia 


development of 10,000 acres 

The new Rhodesian company will allot to Aberfoyle 
Plantations fully paid shares to the value of £200,000 
for the acquisition by the new company of Abertoyle’s 


land in Southern Rhodesia and all assets on it, including 


buildings, plant, agricultural equipment, ete 


with an authorized capital of about £3,000,000 for the 


Motorship Ivaran enters Far East service 

The motorship Ivaran newest addition to the fleet of 
A/S Ivarans Rederi. Oslo. Norway, has entered the Fat 
East The built specttically for the Far 
East trade, incorporates many special features developed 
by the Ivaran Lines in over 20 years of Far East service 

The Ivaran, built in Naskov, Denmark, has a 490-toot 
length overall, a 63-toot breadth and 10,100 tons dead 


SETVICE vessel 


weight The vessel has a bale capacity for cargo of 106 
000 cubic feet, exclusive of refrigerated space 

The Stockard Steamship Corp, ts gene ral avent for the 
Balfour, Guthrie & Co Ltd. are the 
agents for the vessel in Los Angeles 

The Ivaran ts propelled by a supercharged Burmeister 
and Wain diesel engine which will drive the vessel fully 
1714 knots. The very latest 


luding radar, Ry ron omp ISS 


Ivaran Lines 


loaded at Ivaran has the 


In navigation equipment 
and automatic gyro pilot 
accommodations tor 12 


located 


The vessel has deluxe 


vers, all in outside fully air-conditioned cabins 


amidship 

The Ivaran ts commanded by Captain Simon Holme 
Ivaran fleet Captain Holme 
Norwevian Shipowners As 


a veteran master of the 
was recently awarded the 


sociation gold medal 


Pakistan tea crop down in 1955 
Pakistan's tea crop was less in 1955 
ceding year, it 1S reported by Khalid Askary 
correspondent of COFFEE & INDUSTRIES 
At the end of December, 1955 the 
pounds, according to Pakistan Tea Association figures 


than in the pre 
Karachs 


total was 51,96 


In 1954 the crop was 54,629,000 pounds 


TEA 


91 WALL ST. 


HALL & LOUDON 


ESTABLISHED 1898 


BROKERS 


We offer a comprehensive Tea Brokerage 


service based on experience of many years. 


NEW YORK CITY 5 


MEMBER: 


GEO. WILLIAMSON & CO 
LONDON, ENGLAND 


and 
NAIROBI, KENYA 


WILLIAMSON, MAGOR & CO. 
CALCUTTA, INDIA 


WHITALL & CO 
COLOMBO, CEYLON 


W. P. PHIPPS & CO 
BATAVIA, JAVA 


FREDK. EDWARDS & SONS 


120 WALL STREET, NEW YORK 


TEA ASSOCIATION OF THE USA 


TEAS 


AGENTS FOR 


MANUEL SARAIVA JUNQUEIRO 
MOZAMBIQUE, PORTUGUESE E. AFRICA 


LIAZI AGRICOLA LTD. 
MILANGE, PORTUGUESE E. AFRICA 


CHUN HO COMPANY, LTD. 
SHANGHA! TAIPEH 
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The ingredients 


for a 


better recipe 


Omit the spice and your food 
will lack flavor, and much 


of the benefit of enjoyable 


meals will be lost. 


The “spice” of bank service 


is experience, And expert 


ence is doubly helpful loa a“ 


business as specialized as 


spice Importing. 


Irving ‘Trust Company’s experience in 


financing spice imports is broad indeed. It’s 


the result of 5O years’ service to firms importing 


from markets all over the world. 


You will find that we understand your financial needs 


and are equipped to help you in many additional ways. 


IRVING TRUST COMPANY 


STREET ee NEW YORK 15, N. Y. 


ONE WALL 


Capital Funds over $126,000,000 


Total Assets over $1,500,000,000 


Wittiam Chairman of the Board Ricuarp H. President 
International Banking Division—Artuur G. Boarpman, Jr., ice President in Charge 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


ASTA’s first 50 years 


This year’s convention at Skytop closes a half century of progress 
— and starts a new era of growth — for ASTA and the spice industry 


By GERRIT LEONARD, President 


American Spice Trade Association 


In celebrating its golden anniversary this year, the Ameri 
can Spice Trade Association can look back with justifiable 
pride on its first 50 years They have been years of siz 
nificant progress both for our organization and the work it 
has done in developing our industry. 

ASTA had a modest be 
ginning. In its first year, 

1906, it consisted only of a 
more of 
formal meetings attended by 


series of less in 
a few leaders of the trade in 
New York. By 1907, when 
the association was incorpor 
ated, membership had grown 
to 56 companies, still barely 
4 quarter of our present total 

“Innumerable questions 
and disagreements on qual 
ities, contracts, terms, de 
liveries, etc.” and the birth of pure food legislation had 
much to do with the beginning of ASTA, according to one 
of our oldest existing documents. However, it is gratifying 
to note that our founders took a very enlightened approach 
to pure food laws. 

Temporary chairman John Clarke, in calling a meeting 
together in 1907, said: “There is one prominent and central 
statement of policy that it is advisable should be given 
emphasis in the strongest possible manner, and that 1s the 
attitude of the promoters of this organization of the spice 
trade toward pure food legislation and regulations. It 1s 
the sincere purpose of this association to uphold the law in 
every possible way, and not in any case to oppose, evade or 
attempt to discredit it 

The formulation of standard spice contracts were among 
the first goals of ASTA 
in 1909. Although amended and revised many times in our 
50-year history, the ASTA contract 1s recognized throughout 
the spice trade of the world as a standard agreement which 
has made ours an orderly and profitable industry 


The first of these was developed 
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During most of its first 20 years, ASTA did not have 
a full time executive secretary. It employed, instead, the 
services of part time secretaries, frequently from outside 
management consultant firms. It until 1931 that 
the association set up a permanent office and hired its first 


full-fledged executive secretary 


was not 


The year 1931 was significant. It was then that ASTA’s 
board of directors employed the researcher, Albert H. Doo 
little, to make a survey of the industry and to recommend 
methods for improving trade relation, and increasing spice 
Mr. Doolittle had been one of the manage 
Executive set 


consumption 
ment consultants that ASTA had used as an 
retary and was thus more knowledgable in the problems 
of the trade 

Mr. Doolittle’s report 
consumption of spices had decreased 2007 since 1923 and 
that over 50% of the individual spices were dropping in 
popularity proved to be a turning point for this assoc 
ation. Up to then, the industry was more interested in 
having its organization limit itself to internal problems 


which showed that per capita 


such as contracts, arbitration and member relations 

An ASTA publication of the 1920's read This asso 
ciation has committees at work for the purpose of pro 
tecting its members, stabilizing and enhancing the spice 
business, adjusting controversies and fostering friendship 
in the trade” It is clear from other documents that the 
emphasis was more on adjusting controversies, fostering 
friendships and protecting members than on enhancing 
business 

However, the Doolittle 
ASTA to thoughts of promotion and research, and thus in 
the early 1930's we see the association beginning new and 
important work 

The minutes of the board of directors show that the first 
donation towards promotion in the history of the trade 


report turned the leaders of 


was made in 1931, following public ation of the Doolittle 
report It of $100 and 
was designated for the purpose of combatting inroads being 


consisted of the munificent sum 


(Continued on page 71) 
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NEW BASIC IDEA PROVES 
PROFITABLE FOR EHLERS! 


Albert Ehlers, Inc. are now selling “Basic” Minced 
Onion for home use, under the “Ehlers” label. 


Minced Onion packed in 1% oz. screw top jars is a new 
item that 1s enjoying instant acceptance with the house- 
wife and is sctting new sales and profit records for Ehlers. 


Look into this new profit-building idea! 


We look forward to seeing you at 


The American Spice Trade Association Convention 
Skytop, Pennsylvania, May 7-9, 1956 


BASIC VEGETABLE PRODUCTS, INC. 


Vacaville, California 


DRIED GARLIC 


DRIED ONION 
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basic trends in spices 


By STEWART P. WANDS, Executive Secretary 
American Spice Trade Association 


A survey, made by a proc ery store mapazine not long 
ago, that most important trends 
in spices today is an increased demand for items that 
are used to season main dishes. Where once the sweet 
baking spices were the undisputed leaders after pepper, 


concluded one of the 


sales in- 
items 


now the greatest 


creases are seen in 


like 


and powder, parsley flakes, 


oregano, garlic salt 
red pepper, celery seed and 
so forth 

It is to be alert to 
such trends and to further 
them whenever it is to our 

The same ap 
such 


vital 


advantage, 
plies to paralleling 
trends as barbecue cookery, 
foods 


interest in foreign 


convenience cookery and 


the current man-in-the-kitchen movement. 
However, these trends do not necessarily indicate the 
That they are important today 


part of 


trade 
obscure the 
the fact that through a series of such trends 


progress of our 


should not most important our 


picture 
over recent years, interest in spices has been Laining at 
its greatest rate in history, 

Not too many years ago the prime trend which was 
was a interest in 


new gourmet 


Later, 


heralded in the trade 
cookery, This really began our new era in spices 
the trend to watch was economy cookery, in which spices 
could be used to make a delightful repast of inexpensive 
meats and to improve leftovers 

Gradually, each of these trends of past years has faded 
a bit in importance. With them, sometimes, a particular 
spice or category of spices may slip a little 
should not be allowed to cloud the overall advance our 
Through the years, trends in food 


Even so, it 


industry ts making 
have come and gone, but the overall use of spices has 
gained steadily. 


Tripled consumption 


This year we are celebrating our golden anniversary 
On the basis of import figures and domestic production 
totals alone, consumption of spices has nearly tripled in 
the SO years since our association was founded 

For an example, one of our grinder members was 
quoted as saying in a grocery magazine last year that his 
sales of oregano had risen 1900% in the years 1950 to 
1954! 
average of 748,956 pounds for the years 1945-49 to 1, 
199,293 pounds for the five-year period 1950-54. Similar 
advances were also recorded for many other spices and 
herbs when comparisons are made for the same periods 
All in all, import figures show our consumption to be 


In fact, imports of oregano advanced from an 


gaining steadily. 
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In the year 1906, the earliest year for which govern 
ment import figures are available, this country brought in 
approximately 56,000,000 pounds of spices In 1954, 
imports totalled 131-533,000 pounds and another 20,000, 
000 pounds were produced in this country, Domestic 
spice production was non-existent commercially SO years 
apo 

Spices other than pepper have shown the greatest gains 
in terms of poundage in the past 5O years, Imports of 
all other spices in 1906 amounted to 29,000,000 pounds 
compared with 94,000,000 in 1954. When today’s do 
mestic production is added to current imports, it means 
that 
quadrupled in this half century 
American population has not quite doubled 

The gains made by what were once the little known 
years ago the 


apparent consumption of these spices has nearly 


During the same period 


dramatic, Fitteen 


familiar 


herbs have been most 


homemaker herbs 


with such 


In the 


average was not 
as oregano, marjoram, basil and thyme 


yearly imports of all these spices put together, plus afew 


19405 our 


other minor spices, totalled less than 1,000,000 pounds 
Today, we bring in well over 1,000,000 pounds of oregano 
each year alone, Imports of bay leaves now amount to 
approximately 500,000 pounds a year And the rest of 
the lesser spices account for approximate ly 600,000 pounds 


of imports a year 
Poundage up 


In imports alone, we are now using about three times 
the poundage of what were considered the minor items 
of the spice trade 15 years ago, In addition, we now grow 
about 1,000,000 pounds a 
A.S.T.A. members who are interested in this phase of the 
trade, This domestic production has developed mostly 
since World War II 


Every ycar we see more and more signs of enthusiasm 
Our literature is in greater demand 


year ourselves, according to 


among consumers 
More allied items, like spice shelves, pepper grinders and 
herb cook books, market continually 
Kitchen designers are paying more attention to placement 
Fabric and paint manutactu 


come onto the 


and design of spice shelves 
rers, sensing the rising popularity ot spices are 


their product colors after various seasonings, All 
are feeding 


naming 
these 
allied developments, as well as many more 
our trend just as are certain developments in eating and 
cooking 

In the main, our outlook for the future 1s good 
lation in this country 1s expected to continue climbing 
steadily. There 20,000,000 Americans to 
consume spices 20 years from now than there are today 

At the same time, we should be 
pitfall in our future. We must keep our rising trend of 
We 


crease of population Of On past successes 


Popu 
will be more 
serious 


aware of one 


coast on the in 
this 


interest in spices alive must not 


Uy; to 
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This year the American Spice Trade Association starts its 
secoad half century with a long look into the future in 
planning our public relations program 

With the opinion of leading economists and business cx- 
perts to guide us, we plan to consolidate the substantial 
gains of the last several years and to undertake new, long 
range projects 

Within five years, for example, an estimated 11,000,000 
increase in population, and continual upgrading of family 
income demand that we make sure that spices are kept in 
the forefront of this new and growing market. According 
to the latest figures, we are on the threshold of a great wave 
the momen 


of new marriages and new building of home 
and with 


tum of which will continue well into the 1960's 
this will come a tremendous demand for all food products 
We know that the bulge ts already hitting the colleges, 
with applications for admissions next fall numbering five 
times as many as can be accommodated. 

Our first step in this long look was to make a thorough 
survey of our current program, We know from actual 
firsthand experience that ASTA ts getting unusual value from 
the program it 1s now pursuing. We have seen our efforts 
gaining greater publicity results in terms of time and money 
cach year. During the first years of our program, we were 
climbing a steep hill of consumer resistance. We are now 
very near the crest of that hill, and each year our way has 
smoother and more and more consumers are won 
And as the going gets better, our efforts are doing 
In other words, we see clearly that our pub 
where it can achieve tremendous 
more results 


become 
over 

more goood 
hicity is now at 
results if it is continued at the present rate 
However, we are not con 
expansion is not only 
consideration 


a point 


than were ever before possible 
tent to continue at the present rate 
envisioned but demanded. After 
of economic predictions, and a look backward at our ac 
complishments to date, we have planned this year's publicity 
program as the most ambitious yet undertaken by ASTA 
A readjustment of the ratio devoted to bulk and consumer 
expenditures has been made, so that the bulk program will 
Previously, this phase 


a careful 


represent about 4007 of the budget 
had never exceeded 200% of the total amount spent 
This shift in emphasis was made with these thoughts in 


mind 

|. To bring expenditures for public relations more into 
sales in the field. We were advised by 
leading members that a 600 consumer—-40°7 bulk 
portion 1s approximately correct for sales of the industry 


2. There has been (and 
pressure on the part of members with bulk interests for a 


line with actual 


pro 


increased understandable ) 


budget allocation more in proportion to sales 
Our bulk campaign for the coming year has been en 


larved in two categories. New funds have been made avail 


ible for development of large-scale formulas or recipes for 
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looking ahead on spice publicity 


By GENEVIEVE LYNCH, Chairwoman 
Publicity Committee 
American Spice Trade Association 


COFFEE & 


Spice TRADE 


fe 


An ASTA public re- 
lations activity — an 
exhibit at the New 
York Herald Tribune 
Bride's School. Here 
Captain John Mc- 
Cutchen, of  tele- 
vision's $64,000 quiz 
fame, helps one of 
the brides get ac- 
quainted with cin- 
namon bark. 


Most of this work will 
Our advertising program 


the institutional and baking fields 


come in the institutional category 
has also been increased and four new magazines added to 


our schedule. 

Last year, Americans spcnt more than $17 billion on ‘eat 
ing out,” and it ts conservatively estimated that this figure 
will top the $20 billion mark before 1960. Realizing the 
good potential for spices in this field, ASTA began con 
centrated work in institutional publicity two years ago. The 
major trade magazines in this industry have been carrying 
spice publicity ever since, and reprints of important arti les 
have been given further distribution by grinder salesmen 
and jobbers. In addition, the Restaurant Technical Bulletin 
on spices, which we developed in cooperation with the 
National Restaurant Association, is fast becoming a hand 
book of the industry. We have just exhausted our third 
printing for a total distribution of 50,000 copies and another 
printing is on the presses. NRA has said it feels this bulle 
tin is one of the most successful pieces of literature it has 
ever published 

In our 1956-57 budget we shall be producing the first of 


our institutional-siz recipes, as well as special photos on 
This will step up the rate 


spices for restaurant magazines 
In addition, we shall be 


of publicity in these publications 
advertising for the first time in Institutions, Food Service 
and American Restaurant magazines 

It is planned to develop many new spice formulas for 
the baking industry. These, along with special baking 
photos, will be used to increase our publicity flow in this 
field. In addition, we are preparing a baker's bulletin on 
spices, similar to the one done for restaurants. Both the 
American Bakers Association and the Assoctated Retail 
Bakers of America have promised to give this piece wide 
distribution 

Elsewhere in the bulk campaign, we have increased the 

(Continued on page 73) 
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of Service 


to the SPICE TRADE 


THE CAROLINA 
PEPPER ASSOCIATION 


Florence, South Carolina 


Growers and Shippers of 


HOT CAROLINA 
LONG RED PEPPERS 


Dependable source for highest quality domestic REP PEPPERS. 
Our "low heat—slow drying’ process guarantees brightest RED color. 
RED PEPPERS "'bred up’ for extra pungency, long lasting color. 
FIFTY-TWO YEARS of production experience. 


T. B. YOUNG & CO., Agents and Managers 
Florence, S. C. 
P.O. Box 632 Telephone 4367 
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Solid, productive business sessions, 


varied social program set for Skytop 


SSIONS unique amonyp associ 
ations for productivity will again 
mark the 5Oth annual convention of 
the American Spice Trade Assocs 
ation, being held May 6th-9th at 
Skytop Lodge Skytop Pa 

A minimum of platform speakers, 
a maximum of discussion on reports 
matled to ASTA members wecks be 
forchand will once more be the eff 
cient pattern for the spice gathering 

In addition, arrangements have 


been set up for social events to take 
full advantage of Skytop facilities 
The convention gets underway Sun 
day, May 6th, with a reception at 


6 p.m by the board of directors. 


section meetings at 9 a.m 
MacMillan will chair the grinders’ 
Mako 


gathering; Rudy F 
up the agents and brokers’ gathering 
and Frank G, Mabbs will preside at 


the dealers’ meeting 


will 


It opens formally on Monday with 


William 


head 


CABLE ADDRESS: BERLAGE 


NEW YORK 


IMPORTERS & COMMISSION AGENTS 


SPICES, RAW MATERIALS AND 
ESSENTIAL OILS 


OF 


J. BERLAGE COMPANY, 


11 EAST 44th STREET 


NEW YORK 17, N.Y. 
Murray Hill 2-8530 


INC. 


OFFEE 


& 
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That afternoon the golf tourna 
ment will take place, while the ladies 


will enjoy a program under the di- 
rection of Mrs, Francis F. Brooks 

Dinner in the evening will be fol- 
lowed by entertainment and dancing 

Tuesday conventioneers will 
gather in a general session chaired 
by President Gerrit Leonard. Re 
ports of officers and committees will 
be disc ussed 

Tuesday afternoon the spice men 
will try their skill at bowling-on-the 
green. Dinner that evening will be 
barbecue style, if weather permits. 
Later in the evening the annual 
bowling tournament, a spice con- 
vention tradition, will take place. 

Wednesday the general session 
will reconvene at 9 a.m., for continu- 
ation of discussions on reports and 
elections of new officers and direc- 
tors. If necessary, the annual meet 
ing will run over into the afternoon 

At 6 p.m. the convention will head 
towards its wind-up with a reception, 
followed by the annual banquet 

Heading up the committee in 
charge of arrangements for the 50th 
anniversary convention is Robert F. 
Sayia, of A. A. Sayia & Co. 

Working with him are Thomas F 
Burns, Michael P. Kedrovich, C. P. 
McCormick, Jr., Clark Nowland, Jr., 
George A, Shurman, W. Gerald Skey 
and Thomas G. Tusinac 

Floor marshalls at the “hospi 
tality’ sessions Monday and Tues 
day, preceding luncheon, will be 
Miss Genevieve Lynch, Marvin L 
Asmus, E. H. Sennhauser, V. A. Cor 
dovi, George A. Shurman and Clark 
Nowland, Jr. 

At Monday night's entertainment, 
the floor marshalls will be L. W 
Gunther, John Frank and W. M 
Cain, Jr. 

Assisting in this capacity at the 
general sessions will be Mrs. Rox- 
anna Beebe-Center, John P. Focht 
man, Rudy F. Mako, William L. 
MacMillan, William Ansardy and 
Thomas G. Tusinac 

Floor marshalls at the barbeque 
will be Douglas Archibald, Kenneth 
G. Frazer and James R. Heller. 

At the reception Wednesday the 
marshalls will be Ralph J. A. Stern, 
C. P. McCormick, Jr. and L. J. M 
Wezenaar 

Floor marshalls at the annual ban 
quet will include Lester W. Jones, 
Paul D. Hursh and John Max 
Weyer. 
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At McCormick & Company, inc. 
Stokes & Smith Model HG-86-87 Automatic 


fa m 0 U S b ra n d n a m e Tandem 4-Station Fillers have increased aver- 


age accuracy of fill to consistently close toler- 


cuts packaging costs 
with STOKES & SMITH voles om 
Autornatic Fillers! | 


Whether your product is a sticky powder, free- 

flowing granules or hard-to-manage flakes, the Averege Acwrocy~pive or minus 1% 
versatile Model HG-86-87 Automatic Filler will for most products 

reduce your packaging costs by increasing accu- Versatility —handles a wide variety of 
racy of fill at high speed. It fills cans, jars or products 

cartons by volume, gross weight or auger-vacuum 

from one product or container size to 
in sizes ranging from 142” to 6” wide, to 

4” thick, and 142” to 8” high. It is ideally suited Speedup to 148 containers par minute. 
not only for spices and other foods but for drugs Cleualiness ~ cunet, heoned, but tube 
and cosmetics as well. design assures dust-free fill. 


Adjustability — quick, easy changeover 


4920-A SUMMERDALE AVENUE, PHILADELPHIA 24, PA. 


Pacific Coast: SIMPLEX PACKAGING MACHINERY, INC., 534—23rd AVE., OAKLAND 6, CALIF. 
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what’s happening 


Crop developments during 1955 once more have illu 
strated the ditty ulty in estimating, six months in advance, 
available world supplies during the year. This dithculty 
is intensified by the lack of accurate information on the 
markets It is hoped that before 
arrangements 


carryover in primary 


long the respective governments will make 
through which these and other figures will become avail 
able to the trade with reasonable accuracy and dispatch 
In our March 15th, 1955. 
world supplies for 1955 at 1,874 tons over 1954, whereas 
our final figures show 1,937 tons under those of 1954, Con 
sidering that estimating ¢ rops well in advance is a hazardous 


and the total supply figure exceeded 


review of we estimated total 


undertaking at best 
60,000 tons, this difference may be considered small indeed 
black pepper small, if 
compared with the violent swings of previous years. Spot 
New York Malabar/Lampong was quoted early January at 
iV, advanced 53¢ at the of May, declined to 
3414¢ early in December and finished the year at 38¢ 
However, Muntok White declined during the year from 
approximately 60¢ C&P to 40¢ C&F New York. The 
ultimate development of the price pattern followed the 
carryover production and world absorption figures rather 


Price fluctuations of were rather 


to end 


closely 


All tons herein referred to are 2240 Ibs 
World absorption during 1955 


As the movement of the Malabar crop starts in volume 
in. December, we report each year the carryover of 
December Ist, and shipments from December through No 
All other pepper is reported on the calender year 


as 


vember 
basis 

The phenomanal increase in absorption during 1954 of 
50% over 1953 was in 1955, which ex- 
plains the gradually declining price level during the second 
half of the year 

As in previous years, the above calculations do not in 
clude Saigon black and white, which is exported to France, 
and the Siam crop, which is negligible, Brazilian produc 
tion of 800 tons ts consumed locally, reducing Imports into 
Brazil by that quantity 

To arrive at world absorption, the following quantities 
should be added to the above shipments, for 1955 and 
1954 

Indian home consumption, 7000 tons in 1955, 7000 
tons in 1954; Kota Baru 
600; Indonesian inter-insular consumption, 661 and 750; 
crop home consumed, 800 and 700; 1955 total, 
9061 tons, 1954 9050 tons. Add total net shipments to the 
world of 37304 1955 11726 1954, 
and you have a world consumption of 46365 tons in 1955 
$0776 1954 


not maintained 


crop home consumed, 600 and 


Brazil 


tons in and tons in 


and tons in 


60 
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in pepper? 


By EDWARD B. POLAK, Polak Trading Co. 


Shipments of black pepper to the U.S.A. were 14,216 
tons, compared with 12,945 in 1954. These were divided 
as follows: India, (Dec. 1954/Nov. 1955) 6,835. tons, 
against 8,865 tons in 1954; Sarawak, 2,202 tons in 1955, 
1572 in 1954; Lampong, 154 tons in 1954; Singapore, 
1,954 tons in 1955, 2,132 in 1954; Ceylon, 225 tons in 


1955, 222 in 1954 
White pepper shipments to the U.S.A. totaled 1,263 
tons in 1955 and 1,333 in 1954. The sources of the 
Sarawak, 30 tons in 1955, 21 


shipments were as follows 
in 1954; Muntok, 470 and 1,059; Singapore, 763 and 253 

Total shipments from India amounted to 11,559 tons 
in 1955, of which there were shipped to the U.S.A. 6,835 
or 59.13%, compared with 15,087 tons and 8,865 
tons, respectively, or 58-34%, during 1954. Hence total 
exports dec reased 3,528 tons and exports to the U.S.A 
declined 2,030 tons. However, the percentage of Malabars 
in relation to total U.S.A. imports declined considerably, and 
this undoubtedly accounted for the abolition of the Indian 
export duty on September 19th, 1955 This decision by 
the Indian government should have a wholesome long- 
range effect on the ability of the Indian growers and ex- 
porters to compete in the world markets. 

Exports from India during 1955 to the U.S.S.R. and to 
Communist China amounted to 1,950 tons and 560. tons 
respectively, compared with 1,625 tons and 457 tons during 
1954 

The major share of the Sarawak crop continues to be 
shipped to Europe and elsewhere. However, the percent- 
age of Sarawak black pepper shipped to the U.S.A., which 
had declined from 259% in 1953 to fractionally over 209% 
in 1954, increased again to almost 259% in 1955. 

The Singapore market has become increasingly important 
during recent years as a distributing center for Sarawak, 
Lampong and Muntok Pepper growers and exporters. Al- 
though the flow of pepper from Indonesia via Singapore 
has been unusually large during 1955, due to special cir- 
cumstances, the Singapore packers perform a useful func- 
tion in the proper preparation of the pepper before they 
sell it for export. The importance of this trade may be noted 
from the following import and export figures: 

Singapore imports in 1955 amounted to 25,064 tons 
17,171 black and 7,893 white. The exports were 21,907 
14,151 black and 7,756 white. There was a sur- 
plus, therefore, of 3,157 tons—3,020 black and 137 white. 
It is estimated that 1,200 tons of black pepper stocks 
which netted 700 tons of 


tons, 


tons 


were converted into white, 
white pepper 

Therefore we calculate the stocks in Singapore as of De- 
cember 31st, 1955, as follows: 3,020 tons of black pepper 
(surplus imports 1955), less 1,200 tons converted, leaves 


1,820 tons. The 137 tons of white pepper which were 
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surplus imports in 1955 and the 700 tons converted total 
837 tons. The black and white stocks together add up to 
2,657 tons. Add to this the stocks as of December 31st, 
1954, and the December 31st, 1955, stock total stands at 
3,547 tons. 


Carryover in primary markets 


It is extremely difficult to obtain accurate figures on the 
carryover in primary markets 

The carryover in India presents the least dithculty, but the 
carryover in Sarawak is more difficult to arrive at in ad 
vance, Shipments during January/April, 1955, amounted 
to 2,059 tons, and during May to 1,017 tons Although 
small quantities are produced in off season, shipments of 
the main crop did not start until some time in May. Hence 
the carryover on December 31st, 1954 must have amounted 
to at least 2,529 tons, instead of the 629 tons mentioned in 
our previous report. Estimating the 1955 crop at 16,000 
tons and deducting exports of 16,277 tons the carryover 
on December 31st, 1955, should amount to 2,252 tons 

Following the same process, the carryover of Muntok 
white on December 31st, 1954, is estimated at 2,869 tons, 
instead of the 1,580 tons mentioned in our previous report 
The carryover on December 31st, 1955, should amount to 
1,948 tons 

The carryover of Lampong on December 
4,742 


pr vious 


1954, 
instead of the 5,742 
mentioned in our Estimating the 1955 
crop at 5,000 tons and deducting exports of 5,141 tons, we 


4ist, 1955, of 3,101 


amounted to about tons, tons 


report 
December 


arrive at a carryover on 


fons 
Available supplies for 1956 


The yield of the Malabar 1954/55 crop was reduced to 
19,000 tons due to the poor condition of the Tellicherry 


crop. This year the Tellicherry crop is reported to be 
excellent, and the total Malabar crop for 1954/55 1s 
World Pepper Supplies 
(in tons) 
1956 1955 
adjusted 
India-carryover 265), 2413 
erop 1955/56 21,000 000 
26854 21413 
Sarawak-carryover 2252 2529 
15000 16000 
17252 18529 
101 
crop 500 5000 
9601 872 
Muntok-carryover 1948 2869 
crop 5500 5500 
Kota Baru 
crop 600 400 
Borneo-carryover 390 300 
crop 1500 1500 
1800 1800 
Singapore-“tocks 
Dec. 31,195 3547 490 
Ceylon 
crop 250 250 
Brazil 
crop 800 890 
Total available supplies... 58152 


or an increase of 6759 tons over 1955 


APRIL 1956 


Primary Market Shipments 


{in tons) 


1965 195), 


Indie Dec. S/¥ov.55 11599 15087 

Sarawak Jan/Dec.1955 13941 23% 1231 2708 
Lampong $140 LSS 

Muntok 57460 6420 
Borneo ad 1900e 10006 

teylon 250 230 

31490 8096 43148 2124 
white - 8096 7128 

Total 


Less difference in 

Singapore stocks 

Nec. 890 tons 
7 


Dec. 31,1955 
pmante 


*Some of this pepper was shipped as white, 


2657 (See St t 


Totel 195% shipments 2316 


Decrease 4397 approximately 10€ 


We 


estimate the crop for the purpose of this review at 24,000 


variously estimated at from 23,000 to 25,000° tons 


tons 
Estimates of the Sarawak, Lampong and Muntok crops 
Estimates of the Sarawak 
The weather 
therefore 


at this early date are dithcult 


SOO tons to 16,000 tons 


crop run from 1. 


conditions to date are favorable, and we preter 


to estimate the crop again at 15,000 tons tor the time being 
The Lampong crop, which last year yielded only 5,000 
tons, is estimated this year at 6,500 tons 
The Muntok white pepper crop, which last year yielded 
only 5,500 tons, 1s estimated this year at from 4,000° to 
7,000 tons. On the basis of the reliable 
available to date, we estimate this crop presently at 5,500 


most information 


tons 

Total production on the basis of these estimates 1s as 
follows, for 1956 and 1955 repectively; India, 24,000 tons 
and 19,000 tons; Sarawak, 15,000 and 16,000, Lampong, 
6,500 and 5,000; Muntok, 5,500 and 5,500; Kota Baru, 
600 and 600; Borneo, 1,500 and 1,500; Ceylon, 250 and 
250; Brazil, 800 and 800; total production, 54,150 in 1956 
and 48,650 in 1955, of an increase of 5,500 tons 


As in the past, we have omitted the Saigon and Siam 
rops, as they are not a factor in the world markets, 


U.S. A. market 


Imports of black pepper inte the U.S.A. during 1955 
amounted to 32,591,621 Ibs. or 14,550 tons; and of white 
2,743,717 Ibs. or 1,225 tons, totalling 35,335,338 Ibs. or 
15,775 tons. This compares with a 1954 total of 47,- 
938,469 Ibs. or 16,937 tons, a decrease of 1,162 tons 

Imports of black pepper were divided as follows: 

India, 15,449,758 Ibs., 6,897 tons, 17.4%; Sara 
wak, 4,054,255 Ibs., 3,596 tons, about 24.7% ; Lampong 
8,522,563 Ibs., 3,805 tons, about 26.2%; Ceylon, 477,140 
Ibs., 213 tons, about 1.4%; Miscellaneous, 47,905 Ibs., 39 
tons, about 0.3% 

It is noteworthy that India’s share of total imports in 
1955 compared to 1954 declined trom 59.7% to 47.4% 


about 


Lampong's share increased from 16.9% to 26.2% and Sara 
wak's share 22.1% to 24.7% 


Consumption in the U.S.A. again increased 


ner ased from 
On the basis 


of the best information available, the increase during 1955 


amounted to 1,500 tons——-from 14,000 tons to 15,500 tons 

In our previous review we estimated total spot stocks 
(Continued on page 72) 
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A pepper plantation in South Sumatra 


ASMUS BROS., INC. 


Spice Importers and Grinders 


523 E. Congress St. Detroit, Mich. 


BARRY & POWELL 
Brokers 


Varine 


99 Wall Street New York 5, N. Y. 


BOW NE-MORTON’S STORES, INC. 
43 Waterfront Warehouses 


Herbert E. Simpson, President 
611 Smith Street Brooklyn 31, N. Y. 


BUSH TERMINAL COMPANY 
Warehousing 


100 Broad Street New York 4, N. Y. 


CAL-COMPACK FOODS, INC. 
Grinders 


Hot Peppers 


Dehydrators 
Chili Powder 


Paprika 
Santa Ana California 


JOHN H. ELTON 


Brokers and Agents 


42 Wall Street New York 5, N. Y. 


VORRIS J. GOLOMBECK, INC. 
Importers of Spices and Necds 


Brooklyn, N. Y. 


948-960 Franklin Ave. 
BUckminster 4-3505 


A. C. Commopiry Co.. Inc. 


Spices 


95 Front Street 


New York 5, N.Y. 


BUTCHERS MILL BRAND 
Blended and Bulk Spices 


J. K. LAUDENSLAGER, Inc. 


IN SPICES, TOO, THE BEST IS THE CHEAPEST 
612-616 W. York Street Phila. 33, Penna 


SPICE 


SPICE 
GRINDERS IMPORTERS 


FRemont 7-6282 


LE ROY TRUCKING CO... INC. & 
MUNICIPAL HAULAGE CO., INC. 
Kor The Trade 


130 Third Street Brooklyn 31, N. Y. 


LO CURTO & FUNK, INC. 


Custom House Brokers 


21-24 State Street New York 4, N. Y. 
LORD BALTIMORE PRESS 
*Fidel-l-Tone” Process Color Labels and 
Kolding Cartons for Spices and Eatracts 


Baltimore, New York, Chicago, Louisville, Los Angeles 


McCORMICK & COMPANY, INC. 
SCHILLING DIVISION 
Flavoring Ertracts 


San Francisco 7, Calif. 


Tea Coffee N pices 


301 Second Street 


MERCHANTS CARLOADING COL. INC. 
Freight Forwarders 

Pier 8, North River —_— 407 So. Dearborn St. 

New York 6, N. Y. Chicago 5, Ill. 
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ANNUAL CONVENTION 
SAYTOP LODGE 
SAYTOP, PA. 
MAY 7-9, 1956 


MINCING TRADING CORPORATION 
Spices 
52 Broadway New York 4, N. Y. 


H. M. NEWHALL & CO. 
Importers 
Newhall Bldg. 
San Francisco || Calif. 


NOLTE BROKERAGE CO. 

Domestic Red Peppers 

Nlpha Paprika” 
St. Louis 2, Mo. 


Spices - 
“Agents Albarracin Royal 


721 Clark Avenue 


PAYNE CoO., INC. 
Herbs 
New York 4, N. Y. 


THE AVERY F. 


Spices Needs 


66 Beaver Street 


POLAK TRADING COMPANY 
Agents and Brokers 


80 Broad Street New York 4, N. Y. 
M. A. PORAZZI COMPANY, INC. 
Importers and Agents 
Specializing Paprika 
80 Wall Street New York 5, N. Y. 
WALTER F. POWERS 
Weigher and Sampler 
24 Stone Street New York 4, N. Y. 


(New Orleans Office) 


620 Tchoupitoulas Street New Orleans, La. 


PRADAT & DOUGLAS 
Public Weighers and Gaugqers 


227 No. Peters Street New Orleans 


APRIL, 1956 


Women cultivating ginger plants in India. 


Compliments of 


RAHE-GILBERT CORP. 
Weighmasters 


New York 5, N. Y. 


JOHN E. RAISCH & CO. 
Weighmasters 
tyents in all ports 


15 Moore Street New York 4, N. Y. 


Kk. H. SENNHAUSER 
Necds 


New York 4, N. Y. 


NS pice 


10 Bridge Street 


Kk. H. SIMPSON & ING. 
tyents and Brokers 
96 Wall Street New York 5, N. Y. 
SPICE ISLANDS CO. 
Spice Grinders 


100 E. Grand Ave. South San Francisco, Calif. 


VAN LOAN & COMPANY. INC. 
Spices” 
Importers and Grinders 


176 Franklin Street New York 13, N. Y. 


WESP WEIGHING COMPANY 
Weighers and Samplers 


82 Beaver Street New York 5, N. Y. 


PRODLETS CO. 


Spices 


WOLMET RAW 
Colfer 
Brokers and Agents for Porciqn Shippers 


135 Front Street New York 5, N. Y. 


63 


2 
‘are 
: 
: 
: 
i 
i 
i 
| 
: 


the spice business in New England 


The three companies engaged in the spice business in 
New England may be old, but they are very active and young 
in their ideas, as their competitors have probably discovered 
The oldest, the Stickney & Poor Spice Co., has just cele- 
brated its 141st birthday; D. & L. Slade is 119, and the 
Cunningham Spice Company ts 36 

The fact that we are long-established seems to appeal 
to our friends all over the world. They consider 100 years 


as we in the United States consider and an 


a gencration 
old-established firm is to them of 
The people here, to a great extent, originate from the 
British Isles. They like solidarity. That is what the found. 
ing date of a company means to them. The older the date 
This type of person once won 


an assurance integrity 


the more solid the company 
as a customer is true to old habits and rather disclined to 
change. He (or she) is anxious to keep New England 
money in that territory, and when he is a native New Eng- 
lander he is inclined to patronize native industries if the 
quality of the merchandise, the terms and the services are 
at all comparable to what is offered them from outside New 


Enyland 


The six states which comprise our little part of the 


By ROXANNA BEEBE-CENTER, President 


Stickney & Poor Spice Co. 


United States tend towards small businesses frequently run 
by owners who deal with friends of long-standing, often 
from generation to generation. The three New England 
companies know the young man who at present is manager 
of the store, but they also knew his father and very often 
can recall doing business with his grandfather (or grand- 
mother ). 

Topographically we have, of course, our advantages and 
disadvantages. One advantage over a great many of the 
companies in other parts of the country is that of being near 
the coast. The fact that Boston is a port is very important, 
even though it has dropped to eighth place in imports. 
Boston's little port still handles a great deal of merchandise, 
both from abroad and from coastwise steamers. Today, with 
freight rates on railroads and trucks so high, we appreciate 
the opportunity to bring goods practically to one’s door 


by steamship 

It is unfortunate that there is no direct steamship line 
between the West Indies and Boston, but from Europe 
and the West Coast the rate is the same as to New York, 
and lower than to other Eastern ports. 


(Continued on page 91) 


| The world’s primary source | 
of Pimento 


* Carefully grown 
¢ Carefully selected 


Address all inquiries to: 


MARKETING DEPARTMENT 


WEST END, KINGSTON, JAMAICA, B.W.1. 


INDUSTRIES 
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trends in domestic red peppers 


By R. C. BRUNSON, President 


Carolina Pepper Association 


As compared to other crops in. this country it 1s casy 
to understand that red pepper is a very small crop but 
a highly specialized one, It is grown commercially in a 
limited way in only a few communities. Types vary from 
the small Tabasco grown on Avery Island, La., by the 
McIlhenny Co. of hot sauce 
fame, to the long red Caro- 
lina type grown on the coas- 
tal plains of South Carolina, 
around Florence. 

Red pepper was introduced 
as a crop in Carolina in 1904 
by T. B. Young, Sr., and has 
been grown here every year 
since, Production the 
early years was carried on 
in a small way, and increased 
gradually until World War 
Il. During the war years 
attention was focused on domestic red peppers because of 
the short supply of imported red peppers. As a result, 


domestic production was substantially in reased to fill the 


requirements of the trade. 


Carolina has remained at a high level 
since the war, This can be explained primarily because of 
superior quality and desirability of the product, and the 


advantage of a constant and dependable source of supply 


Production in 


During the last ten years there have been periods of 


overproduction and underproduction, sometimes called the 


‘feast and famine’ cycle. Recognizing this fact, a de 


termined effort has been made since 1951 on the part of 


the Carolina group to follow a course of stability for the 
Each year the 


benefit of both the trade and the producer 
market is thoroughly analyzed and the crop is planted a¢ 
cordingly. There is still one factor which cannot be con 
trolled, however, and that is the weather 
weather conditions can make some alterations in the most 
carefully laid plans for crop production 

Although domestic Carolina red was of such 
quality that it was considered a “standard of the industry 


the need was felt for continued improvement. 


pepper 


To this end a program was started in the early 1940's 
by the Horticulture Department of Clemson College. Con- 
siderable time, money and effort have been spent. Through 
seed breeding and plant selection some splendid results 
have been accomplished. The efforts have been towards a 
better all around product, and in particular towards more 
pungency, more uniformity in red color, longer retention 
of red color, less wood fiber, less percentage of seed and 
other minor 


more IMprov ements 


The culmination of these efforts so far has been a new 
strain that has been Hot’, and which 
embodies these improved features to a greater degree than 


any hot red pepper yet developed. Incidentally, this new 


named ‘Carolina 


APRIL 1956 


Very extreme 


“Carolina Hot” is being planted exclusively and entirely 
by the Carolina group this year for the first time. This 
program will be continued to make further improvements 
as rapidly as possible 

Drying of red pepper is an all-important tactor in at- 
taining the best quality. We have experimented for many 
years with all known methods of dehydration and have con 
cluded that our slow-drying and low heat process results 
in the brightest red color, This method usually takes about 
72 to 96 hours and the temperature does not go higher 
than 150 to 160 degrees Farenheit 

Red pepper requires attention on the part of the grower 
for a period of approximately nine to ten months from the 
preparation of the seed bed until the last harvest. It ts 
a crop that requires much labor, Besides preparation of 
land for planting and normal cultivation, as with other 
Crops, red pepper is set out one plant at a time, seeds hav 
ing first been sowed in a specially prepared seedbed and 
thus cared for until about six to eight inches tall. When 
matured, each pod ts hand picked and graded. The drying 
process requires hand stirring 

Farm labor costs for producing Carolina pepper have 
increased about an average of five times prewar costs. The 
cost of farm labor 1s certain to be affected further as the 
national minimum wage is raised. The outlook, theretore, 
as in the cost of most manufactured goods where labor 1s 
also a factor, is for slowly increasing but competitive prices 
for quality domestic red pepper. 

Producers of domestic red peppers are coping now with 


much higher labor costs than foreign producers, and we 


and it 


“Word War Il boosted domestte red pepper output 
has remamed at a high level im Carolina since, for 


reason.” 


compete favorably. But the long range outlook certainly 
favors American producers, because labor in the rest of 
the world has much farther to go to catch up as standards 
of living increase around the world. As the gap is nar- 
rowed between foreign and American farm labor, the ad 
vantage of domestic red peppers will be increased 

In Carolina practically all production of red pepper ts 
marketed through one organization, the Carolina Pepper 
Association, which itself dates back to the original plant 
ing. Its operation is unique in that it is a group of grow 
ers pooling their red pepper for marketing. This system 
allows the lowest possible selling price to the trade at a 
fair return to the Sales are handled by T. B 
Young and Co. as agents 

The Carolina growers have produced red pepper for a 
They hope and expect future 


grower 


long time and they like it 
trends will be toward more usage of domestic red peppers 
with qualities of heat, color and stability all in one 


package 
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PURITY SPICE and 


Incorporated 


GRINDING — RECONDITIONING 
MIXING 
FOR THE TRADES 


COCOA 
COFFEE | 


NUTS 
DRUGS 


SPICES 
SEEDS 


255 WATER STREET BROOKLYN I, N. Y. 
MAin 5-5170 


pic Alri 
Spices Africa 
Be sure your spice shipments 
arrive promptly 
Specify 
Ship via ‘arrell Lines 


Wa 


Only fast the 


regular to all three 
service ocean Coasts 
linking of Africa 


Our fast, modern cargo ships 
eall regularly at all important 
African spice ports 


LINES 


wo 
26 Beaver Street New York 4, N. Y. 
Pelephone: W Hitehall 1-7 160 
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in Zanzibar cloves 


By R. O. WILLIAMS, General Manager 


Clove Growers Association 
Zanzibar 


What a difficult proposition to be set to write an article 
on “trends in cloves” when one realizes that this particular 
tree crop can vary within wide limits from year to year 

The clove tree is peculiar in that it begins to display 
evidence of yield some six months or more before it is 
ready for harvest, even taking 
into consideration that the 
flower buds constitute clove 
spice An estimate of the 
crop, however, 1s quite un- 
predictable at that time, and 
it is not until two or three 
months before harvest that it 
is possible to make an ap- 
proximate estimate, and even 
then such factors as weather, 
labor and finance may upset 
the best calculations, 

The very considerable dif- 
ference in annual yields of Zanzibar cloves does not, how 
ever, present any serious complications to our overseas trade, 
as the function of the Zanzibar Clove Growers Association 
is to cushion off the effects of fluctuating crops. This it 
does in various ways: by fixed buying prices to producers 
and others; by fixed selling prices to exporters of cloves; by 


the acceptance of cloves from producers against cash ad 
vances by the association; by financing field operations; and 
finally by controlling the amount of cloves which every 
exporter of cloves must take from the association. Our 
experience has enabled this to be done over many years 
with the least disturbance to the clove trade, locally and 
overscas 

The association's method of disposal of stocks of cloves 
which it may accumulate is to supply, in accordance with the 
law, a given percentage of all cloves exported to those per 
sons whose business it 1s to export them. At present the 
compulsory percentage is 50%, but more may be supplied 
at the same fixed price should exporters require them 

The Association's local selling price is Shs.245/-per 100 
Ibs. at present, and to this the exporter has to add the cost 
of the export duty (Shs.64/-per 100 Ibs. at present) and 
the innumerable charges which go to make up the full c.i.f 
costing. In view of the rise in costs, it may well be that 
the association may have to increase its selling price at a 


| later date 


During the last three years the demand for Zanzibar cloves 
has been steadily increasing as the following figures show: 


Year Pounds 

19534 17,046,490 
1954 21,842,416 
1955 25,102,402 
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growing demand for herbs 


By GEORGE H. MANGRAVITE, Twin Trees Gardens, Inc. 


in herbs—hAerhs im the kitchen——-has assumed a 


This interest today ts much more than a revival 


Interest 
lively pace 


of old time seasonings. . widespread 


The interest is real 
dynamic 
Homemakers are now fully aware that herbs can give 
daily meals variety and eat 
ing pleasure. Several reasons 
for this substantial interest in 
herbs, evidenced by the ever 
displays in all 


types of food stores, is due in 


increasing 


great degree to a change in 
the mode of present-day lis 
ing: 

What are these changes in 
eating habits and ways of 
living? 

People in America have b 
The 


yes, even better train accommodations, 


come travel conscious. 
automobile, airplane 
have created an interest and desire to visit all of the 48 
states—and Canada, Mexico and South America 

Travel exposes people to new and different foods 

Family vacations on this continent, and in Europe, too, 
are not limited only to the well-to-do. Americans are on 
the move everywhere and are introduced to, and explore, 
The 


and 


new and different food tastes and food preparations 
immense atid 
stimulant to further the use of herbs. Most of the people, 
who have suddenly become ‘‘kitchen-herb’ minded, knew 
little or nothing about herbs before they began to travel 
Another important reason for the increased use of herbs 
in American kitchens, during recent years, has been the now 
well accepted mode of spending leisure hours in what 1s 


national pastime—/ravel—-has been an 


termed ‘‘casual living.”’ 

Outdoor entertaining and open fire cooking is a grow 
ing, widening, all encompassing habit of the American 
family. While in the past the family had one cook, many 


today boast of having two. The second cook is the man of 


cook 
industry, with outdoor cooking goes experimentation — ex 
food Outdoor cooking 


has reached major proportions, in terms of dollars, so fat 


the house, the Most important to the herb 


Sunday 


perimentation in and seasonings. 


is the great American food budget is concerned 
The two trends mentioned brietly above have gained 
countless new adherents for kitchen herbs——and an interest 


for and about herbs. Editors of publications devoted to 


fashion and living have been quick to detect this 
The Unmatched pub 


tood 
interest and to exploit it result? 
licity tor the herb industry 

Another new field for herbs ts just recently beginning 
to unfold. Herbs are now being considered 4imd/y, and 
with justified reason, by the great number of people who 
are on restricted diets, As this new use broadens, and tt 
will, it can only add to more use of herbs in the kitchen 

Herbs have arrived! Herbs are being given tull scope 
in the field of kitchen chevril. It 
is revealing to note that the amount for chevril today, as 
Then 


Today ois an 
then 


flavors For example 
avainst 20 years ago, has increased a thousandfold 
chevril was an enigma of the grocery trade 

The cook with 


it would appear, was a true bow vivant 


appreciable demand versed cheveil 
Today we might 
say, considering its increased popularity, a substantial num 
ber of Americans have become gourmets 

The 
eating habits of the entire nation have become upgraded 
this 


I believe we Americans have become gourmets 


herbs have made a substantial contribution to 


You will hear more about 


and 
betterment. 
herbs as time progresses. 


and sec more 


To substantiate the trends I have projected above, one 
need only examine the attention the spice trade, as a unit 
has devoted to herbs during the last five years 

A survey of dealers’ shelves will show that consumers to 
day have a wide choice of herbs from which to make their 
selections. This certainly was not true five to ten years ago 
This trend will continue to expand 

While the future picture of herbs is sharp and bright, 


(Continued on page &O) 


Douglas C. Archibald 


Plant and Laboratory 
481-487 Washington St., New York | 
WOrth 2-7715 


SPECIALISTS IN GRINDING SPICES — SEEDS — HERBS 


Decorticating Mixing Reconditioning 


BLACK DIAMOND SEED CO, INC. 


John P. Anderson 


3 

hin 

| 
| 
| 

APRIL 956 47 


spices and ocean shipping 


By CHARLES H. SPEIGHTS, 


Spice buyers, agents, traders and shippers are well known 
to be interested in the current trends in ocean shipping. 
A review of the recent developments in improved ship con- 
struction and better cargo handling facilities shows ample 
reason for Continued encouragement 

Throughout the many years American President Lines 
has serviced the homeward trades, we have shared a number 
of the problems periodically faced by the spice trade 

Our flect of 23 vessels operates in three liner services 
offering regularly scheduled calls at ports in Malaya, in 
donesia and India, The wide variety of spices shipped from 
these ports is carried to both the Atlantic and Pacific Coasts 
Through consignments to Gulf ports as well as to Central 
and South American destinations are also readily handled by 
means of transhipment. Such comprehensive coverage of the 
trade routes over which spices are shipped has, naturallly, 
provided our company with a wealth of experience in 
service to the spice trade, 

You as buyers and sellers, and we as carriers, are primarily 
interested in fast, dependable deliveries of your merchan 
dise in good order. In gauging the effectiveness of efforts 
to satisfy your requirements, I think it would be helpful 
to illustrate our experience in improving the outturns of 
pepper from our vessels 

Our records show that pepper pilferage has been greatly 
reduced by the use of cargo guards, the theft-proof con- 
tainer shown in the accompanying photo. Complete pro- 
tection is afforded between the time of delivery at the load 
ing terminal and the time delivery following the vessel's 
arrival at port of destination 

Naturally, it is our hope that future developments in the 
use of sealed, polyethylene liners will overcome the problelm 
of moisture encountered on shipments which are bagged 
during the wet and humid months. Unless pepper is 
sufhciently dry before it is bagged, it is often preferable to 
give it open stowage during these seasons. The modern 


dehumidification systems maintained in our vessels have 


Assistant Vice President 
American President Lines, Ltd. 


Pepper stowage 
in cargo guards 
aboard an Amer- 
ican President 
Line ship. 


materially improved pepper outturns by eliminating damage 
from molding and staining while in transit. 

One of the most serious problems in the handling ot 
this important commodity arises from bags being torn by the 
use of stevedoring hooks. Closer supervision and increased 
alertness against hook-hole damage is paying dividends to 
the shipper, importer and carrier alike. 

In a few of our ports of call, we have found it advan 
tageous to establish a double-check procedure where pilfer- 
age has occurred prior to loading. By means of checking 
the actual, certified weight against the declared weight of 
these shipments, repercussions arising from discrepancies 
have been avoided. 

In addition to the fast, modern 
now entering our fleet, there are other indications of im- 
proved service which will prove beneficial to the spice 
trade. The efficient arrangement of new terminal facilities, 
both building and planned, will expedite receiving and 
delivery of these spice shipments. Likewise, improvements 
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Canada’s spice men 
underway on public 
relations program 


By W. J. McKEEN, President 


Canadian Spice Association 


Once again, at this season of the year, it is a pleasure 
to extend warmest greetings on behalf of the membership 
of the Canadian Spice Association to the American Spice 
Trade Association 

This year, at our annual meeting in June, we will cele 
brate our 14th anniversary 
When we look back over 
this period, we cannot help 
but feel a deep sense of 
gratitude to our American 
friends for their assistance, 
not only in our early days, 
but right up to the present 
time. 

Formed in the early days 
of World War II to assist 
our government in the pro 
curement and distribution 
of spices, we have continued 
to flourish in the postwar period. 


From an economic viewpoint, Canada enjoyed a fine 
year during 1955, and we are happy to report that the 
spice trade in Canada was in step with this favorable 
trend, 

During the past year, the Canadian Spice Association 
embarked on its first public relations program, albeit a 
modest one. Although this program has been in opera- 
tion for only a few months, we are very pleased with the 
results to date. It is gratifying to see in the food pages 
of the daily and weekly newspapers in Canada more and 
more prominent references to spices and seasonings. 

Canadians are becoming more “spice” conscious each 
year, The many new Canadians from Europe bringing 
with them their love of seasoned foods has undoubtedly 
accelerated this trend. 

The Canadian Spice Association has promoted a closer 
harmony between all branches of the trade and we are 
happy to report that standards of industry were never 
higher 

This year, on June 15th, 16th and 17th, we will hold 
our annual meeting at the beautiful Alpine Inn, in the 
Laurentian Mountains, 50 miles north of Montreal 
We extend a cordial invitation to all of our American 
friends to join us if they are in the vicinity of Montreal 
at that time 

In conclusion, I know I speak for all the members of 
the Canadian Spice Association when I extend to the 
American Spice Trade Association best wishes for another 
successful convention 

We congratulate them on their many achievements 
during the past year and thank them for their fine 


example and assistance in the past 
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Decades needed to recover 
from hurricane damage 
to Grenada’s nutmeg trees 


By F. C. HUGHES, Secretary 
Grenada Co-operative Nutmeg Association 
Grenada, B. W. |. 


Nutmeg today means much to Grenada’s recovery. The 
hurricane of September, 1955, caused severe destruction to 
nutmeg plantations, and what was formerly a_ beautiful 
grove of spice trees is now only fallen and decaying timber 

The past 30 years saw this branch of the spice trade 
evolving to high production point; they saw an industry 
employing hundreds of men and women; and they saw 
some 7,000 nutmeg owners living more or less directly from 
the profits of this crop. By means of export taxation, the 
crop helped the revenue of the government. 

If production or supply has altered, as is the case, the 
trends must change. 

A question that naturally arises is: What has happened, 
and is happening, to nutmegs and mace in this period of 
Exports from Grenada had grown tremendously 
in size and in importance—and in five ghastly hours 
during September, 1955, the industry, so vital to the 
colony's economy, suffered such severe devastation that it 


transition 


will take many long years to recover 

Nutmeg producers have, however, set about the task 
of rehabilitation with determined spirit and stout hearts, 
and there is reasonable hope of a comparatively early re- 
covery. 

It is estimated that production of Grenada nutmegs has 
been reduced by about 800. This margin will be pro- 
gressively reduc ed from year to year, leading to an eventual 
recovery in about 15 to 20 years. 

For the time being, with the law of supply and demand 
in operation, it is obvious that nutmegs and mace be more 
costly than formerly and efforts further to improve the 
quality standards will be pursued so that Grenada may con- 
tinue to hold an important place in the spice industry. 

Mass production will have to be faced some time in the 
future, and the logical answer to this is mass distribution 
made more efficient as well as less costly. When pro- 
duction again advances, distribution will be challenged to 
seek all the efficiency it can, and to get, if possible, more 
consumers accustomed to Grenada nutmegs and mace. It 
has been significant that nutmegs and mace which moved 
most readily into successful selling channels were packaged 
and branded products of Grenada, B. W. I 

There will be less work for sales personnel when pack- 
ages supply sufficient detailed buyer information and sales 
appeal. Such detailed information will be a tremendous 
step forward, because the shopper will obtain essential buy- 
ing information and will be able to compare price, in- 
gredients and quality. Moreover, a shopper could “weigh” 
the final decision with the factor of brand reputation 

It is realized that as production increases, new markets 
must be found. With the development of cake mixes, frozen 
foods, pre-cooked meats, certain drinks, etc., it is to be 
hoped the trade in nutmegs and mace will expand 
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Zanzibar cloves 


(Continued from page 66) 


Prices are showing a tendency to rise, and exporters and 
stockists have been active in the local market during the 
last month. The tendency 1s also likely to be towards a 
rise In prices Overseas 

Indonesia and India continue to constitute our principal 
markets 

Concerning the health of the clove groves, it ts of interest 
to note that “sudden death” disease of the trees which was 
very active some years ago among a large number of the 
oldest plantations in Zanizbar 1s no longer prevalent in its 
wholesale active form. In Pemba Island, where 80¢¢ ot 
the cloves are grown, the disease, although prevalent, has 
never been a wholesale destructive factor. Another diseas« 
which causes serious damage to the trees is “dieback.” In 
order to combat this, demonstrations showing the cutting 
out of diseased branches and treatment of the wounds are 
being carried out in both islands by the Department ct 
Agriculture, and public interest is being aroused 


We are now (at the end of February) at the close of the 
1955/56 crop season and harvesting ts completed. The 
crop was of average size and of better quality than usual, 


as fine weather made good drying conditions, resulting 
well formed bright cloves 

Most of the crop was disposed of by producers to the 
Clove Growers Association at its fixed minimum ‘prices,’ 
the remainder being bought up by exporters and stockists 


| 


at somewhat higher prices. Stocks in Zanzibar should be | 


sufficient to meet demands from overseas before the next 
crop begins to come on the market and also, I hope, to 
provide some Carryover against the possible contingency of 
a smaller crop next season 

The first part of the next seasonal crop will begin to be 
gathered in August, continuing until October, but we do 
not make our ofhcial estimate, which is published in our 
market reports, until May; any forecast made before that 
date must be largely guesswork. By this I do not suggest 
that our official estimates are infallible 

The groves in both islands present a most picturesque 
sight from the air, consisting as they do of shapely, healthy 
trees of a wide range of ages, and they prompt me to con 
clude that the trend of the Zanzibar clove industry is most 
satisfactory from the point of view of producer nad con 


sumer alike 


ASTA's first 50 years 


(Continued from page 53) 


made by liquid and other competitive seasonings 

In 1934 the association took a few ads in national Pro 
visioner Magazine, the first formal activity of this type 
recorded in our minutes. This was followed in 1935 by 
an appropriation of $150 to Max L. Van Norden for the 
organization of a committee to increase the use of Spices 

ASTA’s publicity program was started in 1936, with a 
budget of $20,100. Some $12,100 came from Holland and 
the Netherlands East Indies and $8,000 from voluntary 
subscriptions by ASTA members. The foreign contributior 
have been reduced, but notwithstanding this, our publicity 
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what's happening in pepper? 


(Continued from page 61) 


in Atlantic and Pacific Coast ports and carried grinders’ in- 
ventories as of December 31st, 1954, at 4,500 to 5,000 tons 
In the light of subsequent developments, we consider 4,000 
tons to be more accurate. Government import figures are 
based on shipped weights, and do not take into considera- 
tion weight losses due to detentions. Following the same 
process, we calculate actual 1955 net imports at about 15,- 
300 tons. Hence, total supplies during 1955 amounted to: 
stocks on January Ist, 1955, of about 4,000 tons, and im- 
ports of about 15,300 tons, totalling 19,300 tons. By de- 
ducting estimated consumption of 15,500 tons, we arrive 
at total estimated stocks in New York and in grinders 
3,800 tons. 

Due to the gradually declining price level during the lat- 
ter part of 1955, grinders generally adopted a hand-to-mouth 
buying policy, and purchases of equal monthly forward de- 
liveries have been small. Prices have stabilized considerably 
during the first quarter of 1956, and although this mini- 
mized the incentive to buy forward positions, it did result 
in restoring confidence in the market among grinders. 

Although imports declined during 1955, total estimated 
arrivals during January/February, 1956, based on import 
manifests, increased by about 1,370 tons over the same 
period during 1955, from 2,397 tons to 3,767 tons (black 
and white combined). This increase coupled with the 
marketing of the larger Malabar crop undoubtedly was 
responsible for the decline in the spot price of Malabar / 
Lampong from 38¢ (end of December) to the current 
price of about 32¢. Shipments from primary markets to 
the U.S.A. have decreased considerably during the past six 
weeks, so that it is reasonable to assume that, as the absorp- 
tion of surplus spot stocks progresses, the spot position 


inventories of about 


should gradually 

Although consumption has increased gradually during the 
last ten years and is now equal to the prewar annual rate, 
it is too early in the season to estimate whether a further 
Considering the increase in 
population during the last 15 and the 
publicity campaign conducted by the American Spice As- 


sociation, there is still ample room for a further increase 


improve 


increase will occur this year 


years vigorous 


Detentions of pepper by the U. S. Food and Drug Ad- 
ministration decreased during 1955. Extensive research and 
experiments on mold and insect infestation conducted by 
ASTA in conjunction with the U.S. Bureau of Entomology 


are about to be concluded successfully, It is hoped that 


be adopted by the shippers in the primary markets, so that 
these detentions will soon be past history. 


Summary 


1. Available world supplies during 1955 were almost 
equal to those during 1954, but world absorption 
during 1955 was 4,411 tons below that of 1954, which 
may have been due to the phenomenal and possibly 
excessive increase of world absorption during 1954 
of about 50% over 1953 

», Available world supplies during 1956 are estimated 
at 6,759 tons in excess of 1955, but as they include 
carryovers, these figures taken by themselves, as_re- 

lated to world absorption, may not indicate a conclu- 
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sive trend. For that reason we tabulated 1956 world 
production separately, Showing an increase of 5,500 
tons over 1955. Production, which had leveled off 
during 1955, appears to be on the increase again dur 
ing 1956 

3. The New York spot price early in January, 1955, 
for Malabar/Lampong was quoted at 411y¢, ad 
vanced at the end of May to 53¢, and at the end of 
December ruled at 38¢, after having dipped carly 
December temporarily to 3444¢, so that the average 
1955 price Since then it has declined 
further to about 32¢. 

Developments during 1955 proved that absorption 
is not necessarily related too closely to price level, 
inasmuch as both declined during 1955. This may 
have been due to the phenomenal increase of 50% 
in absorption during 1954 over 1953. For that rea- 
son, it ts extremely difhcult to guage whether absorp- 
tion will increase substantially during 1956 due to 
the lower price It should be noted that 1955 world 
absorption of 46,365 tons is still about 14,000 tons 
below the prewar world consumption of 60,000 tons. 


was 


5. Total shipments from India to all destinations during 
December 1955/February, 1956, including 2,000 tons 
to Russia and estimating March shipments elsewhere 
at 1,000 tons, will amount to about 6,700 tons. There 
fore, the exportable balance at the end of March will 
amount to about 9,000 tons, after deducting 8,000 
tons for home consumption. 


Conclusions 


It would, therefore, appear that barring unforseen de 
velopments, the violent fluctuations of previous years are 
not likely to recur during 1956, 

Should shipments from primary markets to the U.S.A 
remain small in the immediate future, the New York spot 
position should improve before long. It is difficult to guage 
at this time what influence the harvesting and marketing of 
the Sarawak crop will exercise on the price structure. The 
continued steadiness of recent months in all world markets 
seems to indicate that the statistical position has more or less 
been dicontinued for the time being, and it is significant 
that shippers in India demand a premium for forward 
shipments and Singapore shippers are unwilling to sell new 
crop Sarawak at an appreciable discount. 

It would appear that 
cause an increase in absortion over 1955 which would large 
ly compensate for the increase in world supplies 


any substantial decline would 


For these reasons, barring market manipulations, it 1s 
difficult to visualize during 1956 any fluctuations in excess 
of maximum 259% either way from the current price level 
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looking ahead on spice publicity 
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size of our ads in Food Engineering magazine and added 
Food Processing magazine to our schedule. These changes 
are aimed at giving member promotion more support among 
food manufacturers in general. We shall also be running 
half page ads in color in both National Provisioner and 


Meat magazines, 


ASTA will exhibit Meat 
Convention and the National Restaurant Association Show 


at both the American Institute 


this year. 


The news on the consumer side of the campaign ts that we 
expect to publish a new recipe booklet this year, as successor 
to the A-B-C of Spice Cookery. The committee ts presently 
in the process of planning it. Essentially the same price and 
size, the new booklet will incorporate many new ideas for 


teaching the use of spices——ideas which have been developed 


over the years since the A-B-C was first published. The 
new book will be called “How To Use Spices,” a name 
inspired by the current interest in “how-to” and “do-it 


yourself” literature and by the questions most often asked 
by consumers 


We shall increase our basic publicity efforts by way of 
releases and photos. The photos will receive special at 
tention. This past year we were told by the editor of one 
of the largest dailies that ours were the best food photos 
in the country. Other comments of this type have also 


been received, and we plan to take even greater adavntage 
of this acceptance in the future 


Our publicity program is a healthy, extremely etfective 
arm of the association. An especially optimistic note of the 
publicity year was the outstanding attendance at last tall’s 
Food writers’ Dinner. A large share of the credit for this 
turnout must go to the promotional efforts of the members 


Yet could 


have been gained if it were not for basic interest in the work 


of the committee the record attendance Hever 


of publicity on the part of our members. These affairs are 

carefully planned and require long, hard work. It is most 

gratifying to see the trade respond in the manner it did Last 

year. As with all other aspects of the coming year, we 

plan an even bigger and better affair for the fall of 1956 
We'll be looking for you! 


ARTHUR G. DUNN 


82 Wall Street New York 5, N. Y. 
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Atlantic City, N.J., will again play host to an annual 
convention of the Flavoring Extract Manufacturers’ Associ- 
ation of the United States on May 13th-16th at the Hotel 
Traymore. This will be FEMA’s 47th convention 

FEMA's board of governors, at its last meeting in Chi- 
cago, approved business ses 
sions among the most im- 
pressive ever planned. An 
excellent and well diversified 
program of speakers has been 
arranged Not 
key speakers should be missed 


one of the 


by any flavor maker 
Dr Robert A 
chief of the 
spection Division, Food and 
Drug Administration, has 
prepared a talk of vital in 


Osborne, 
Beverage In 


terest to all members of the 
association. The Convention Committee is especially grat 
fied in having been able to prevail upon Dr. Osborne to 
come and talk upon this occasion 

Dr. C. O. Willits, of the U.S 
culture's Agricultural Research Service, will also be one ot 
the featured speakers He 
progress which has been made in maple research 

Other talks important to Extract Manufacturers will be: 
“The Vanilla Bean Market,” by Ray C. Schlotterer, secre 
tary of the Vanilla Bean Association of America; the annual 
report of John Hall, FEMA executive secretary and general 
counsel; the report of the Scientific Research Committce, 
by Dr. Arthur S. Wendt; and a report on vanilla research 
by Dr. George McNew, of the Boyce Thompson Institute, 
followed by a question and answer period with Dr. Edward 


Department of Agri 


will discuss the important 


Prill presiding. 

Achievements in pure vanilla publicity will be sum 
marized by Bernard L The work of FEMA's 
Food Additive Committee will be reviewed by Harold Jan 
ovsky. J. M. Wenneis will talk on spray-dried flavors, Dr 


David Jorysch will discuss stabilization of citrus oils and 


Lew 1s 


beverages. 

While the many fine speakers have been emphasized, 
sight should not be lost of the entertainment features that 
have been planned. They start Sunday afternoon, May 
13th, with the suppliers hospitality party. On Monday, 
following the streamlined business session and the con 


vention luncheon, the annual golf tournament will be held 
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vanilla research, publicity, food additives 


up for discussion at 1956 FEMA convention 


By ROBERT KRONE, Chairman 
Convention Committee 
Flavoring Extract Manufacturers Association 


ride will be 


at the Atlantic City Country Club. boat 


available for those who prefer it. The day will wind up 
with a delicious shore dinner at the famous Captain Starn’s, 
on the Inlet Yacht ng Pier, with a choice of either lobster 
or steak. On Tuesday, the morning session will be followed 
by a pleasant association lunncheon, and the afternoon 
session by the president's reception and dinner-dance 

The Chemists’ Breakfast will be the first order of business 
Wednesday morning 
cussion of various technical aspects of the extract business 


This will permit an informal dis 
with special emphasis on FEMA's resear h program A 
general session of the association will then take place 

This brief resume does not begin to do justice to the 
exceptionally fine, well-rounded program which has been 
arranged for this year's attending members 

In order to provide the very best entertainment and a 
commodations, it has been necessary to increase the regis 
$35.00 to $40.00 per For the 


past several years, Costs have been steadily mounting and 


tration fee trom person 
have now reached the level where it has been necessary to 
effect this increase so that the convention will be at its usual 
high standard 

The Convention Committee includes Robert Krone, Chair 
man of Fritzsche Brothers, Inc.; Charles P. McCormick & 
Co., Inc.; Wilham X, Clark, Sterwin Chemicals, Inc., and 
Frank Green, National Aniline Division, Allied Chemical 
& Dye Corp 
members at Atlantic City in person at this 47th annual con 


They are looking forward to meeting all 


vention 


Convention speakers 


Schlotterer 
Vanilla market 


Janovsky 
Food addititives 
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Nothing’s known like Norda Nodes... 
spray-dried for you by Norda 


The technique of spray-drying food flavors has reached a new 


peak in the new Norda plant. Norda makes Norda Nodes here. “22 woe it with « Favevite”’ 


. . u 
Norda Nodes are tiny buds of completely uniform Norda Nodes 


flavor locked in, in-blown, by spray-drying. Their colloid 
coat of protection instantly dissolves on contact 

with liquids, tastes true. Norda Nodes assure fresh, 
unfaded richness, unchanged, through your 

products’ shelf life. Norda in-grown quality lasts. 


Norda Nodes are worth your testing. They may have a 
great promise of profits. Ask for convincing 601 West 26th Street 
free samples by a note on your letterhead. New York 1, N.Y. 
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vanilla takes 


The main field of inquiry of the Scientific Research Com- 
mittee this year has centered around the study of vanilla 
extract now being carried on at the Boyce Thompson In- 
stitute for Plant Research, in Yonkers, N. Y. 

This project was initiated December Ist, 1954, by a joint 
subsidy from the Flavoring 
Extract Manufacturers’ Asso- 
ciation and the Vanilla Bean 
Association. At the 1955 an- 
nual meeting of FEMA, at 
the Edgewater Beach Hotel 
in Chicago, an assessment of 


four cents per pound on 
vanilla beans was approved 
by a unanimous vote on the 


floor on May 


assessment 1s 


convention 
24th. This 
shared equally by the buyer 
and seller on each shipment 
of vanilla beans subsequent to July Ist, 1955 

The response has been most gratifying, and with very 
few exceptions every member of the FEMA has cheerfully 
cooperated in this program 

The aim of the research work 1s to study the constitution 
vanilla 
components in pure vanilla products that can be used as a 
basis for enforceable legal standards of identity. 

This problem is by no means simple. If it were, the Food 
and Drug Administration would have solved it long ago 
That portion of the vanilla bean that gives it its characteris 
tic flavor is dominated by the presence of vanillin in large 
amounts. When the carbonyl fraction of vanilla extract ts 
separated from the extract by typical reagents, such as 
bisulfite, or 2-4 dinitro phenyl hydrazine, the amount of 
vanillin obtained compared with the quantities of other 
aldehydes and ketones in the fraction is so overwhelming 
that separation of vanillin from the rest of the fraction by 
means of gas chromatography 1s extremely difficult 

While the contribution of 
about two sevenths to three sevenths of the total, as usually 


ot authentic extracts, and isolate and characterize 


vanillin in pure vanilla is 
estimated, the aromatic compounds in the balance of the 
flavor ts present in minute quantities, probably on the order 
of a few parts per million, compared to the average vanillin 
content in a standard strength extract, which is usually about 
2,000 parts per million. It is obvious that the separation 
of vanillin must be practically 100% perfect to avoid con 
tamination of the remaining flavor substances 

A more promising avenue of approach is an attack on the 
These resins are in nature and 


resins in vanilla 


difficult of duplication because of the size and complexity 


unique 


of large molecules 
Another line of attack is the study of the amino acid 
paper chro 


patterns in vanilla. Characteristic reproducible 
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By Dr. ARTHUR S. WENDT, Chairman 
Flavoring Extract Manufacturers’ Association 
Scientific Research Committee 


the spotlight 


matograms have already been obtained at the Boyce Thomp 
Institute. The future progress of this phase of the 
research work looks very promising. The likelihood that 
other vegetable extracts commonly used as adulterants would 


son 


have exactly the same amino acids is extremely remote 
Most of the 1000 pure individual amino acids are very 
expensive. Addition of 
table source would carry with it other acids foreign to the 


a needed amino acid from a vege 
vanilla pattern and should be capable of easy detection 

In the preliminary stages of the research work barium 
chloride was used as a claritying agent for vanilla extract 
This suggested the possibility of developing a “Bartum 
Number’ analagous to the Lead Number of vanilla extract 
A tentative method has been worked out by Dr. Edward A 
Prill of the Boyce Thompson Institute. By itself it cannot 
serve as an infallible test as to the purity of a vanilla since 
other vegetable extracts, such as prune juice and St. John’s 
How 
ever, it does have merit, in that it is a simpler and more 
rapid determination than the lead number, and thus can 
serve as a test for a manufacturer's own plant control work 
The method ts capable of a high degree of precision. The 
ratio of the barium number to the lead number might be a 
constant that would differ from the constants 
found in other vegetable extracts that are used for sophisti 


Bread extract, also give precipitates with barium tons 


for vanilla 


cation 

Work along these lines 1s now being done by the mem 
bers of the Scientific Research Committee of FEMA. The 
Vanilla Bean Association donated six pounds each of Bour 
bon and Mexican vanilla beans. J. M. Blatterman, of the 
Warner Jenkinson Co.; Plagge, of Boweys; and A. 


Table | Table Il 
CLASS MOISTURE KANGE CLASS MOISTURE MANGE 
Primes 30-28% Primes 35 308 
Seconds 2-264 Seconds Wm 25% 
Thirds Thirds 25~208 
Fourths 2-184 Fourthe 204 down 
Wendt of Fred Fear & Co., each manufactured standard 


single strength vanilla extract in the standard FEMA per 
colator as described in the “Proceedings of the F.E.M.A.” for 
1951 The Bourbon collated, thoroughly 
mixed, filtered through paper, and pint samples were sent to 


extracts were 
each member of the committee for a complete analysis in 
triplicate. The same procedure was followed for the Mex: 
can extract. The values to be determined were: Barium 
Number, Lead Number, Resins, Alcohol, Vanillin, Total 
Ash, Water Soluble Ash, Water Insoluble Ash, Alkalinity 
of the Water Soluble Ash, and Alkalinity of the Water In 
soluble Ash 
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YOUR 
TO DOOR’’ 
SALESMAN 


Your customer goes to the store and brings 
your food product home. Packaging, promo- 
tion or impulse buying may account for this 
first time sale. But you haven't really sold her 
— not yet! You've just contacted her. Only 
quality food with unique taste-appeal can be 
counted on to bring her back again and again 
—and keep those registers ringing. Flavor goes 
out of the store with your customer—it goes to 
4 the table and becomes in essence your per- 
sonal “door to door’’ salesman. The final im- 
I! pression this salesman creates decides the 
ultimate fate of your product. Let the D&O 
Flavor Laboratories make your silent sales- 
man, FLAVOR, the best you've ever had! 


Write for copy of new Flavor Catalog 


he 


Our 157th Year of Service 


DODGE & OLCOTT, INC. 
180 Varick Street © New York 14, N. Y. 


Sales Offices in Principal Cities 
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pure vanilla raises its voice 


For the last six to nine months, the American public has 
read many different articles on vanilla, ail stressing pure 
vanilla. Such articles appeared in numerous newspapers 


and weeklies. Pure vanilla material has been featured on 


Trade 


radio and television shows all over the country 
magazines bring home to tn 
merit) ot 


dustrial users the 


pure vanilla in contrast to 
the synthetic product 
There is a reason for all 


The 


has been used much too often 


this name ‘vanilla 


indiscriminately in connec: 


tion with products which con 


! 
tain very little pure vanilla, 
or none at all. The manu- 
facturers of such products 


wish to benefit by a name 
which has become a 
hold word, because vanilla is the finest flavoring in the 
world 


house 


Although vanilla today ss a household word, the name 1s 
aot generic. Therefore, unless a product is flavored or 
made with pure vanilla, it is a misnomer when it appears 
under the name of vanilla and an incorrect designation, even 
if the information on the package indicates the use of 
imitation flavor. Vanillin, the most-used medium in imi 
tation vanilla, is only one of the many components of the 
bean other 
vanilla bean that cannot be artificially 
It is the combination of 


vanilla There are many constituents in. the 
reproduced, and 
many others are as yet unknown 
all these constituents and ingredients that gives pure vanilla 
its distinctive flavor, which cannot be imitated by synthetics 

Imitation vanilla retains its harsh taste. while pure vanilla 
biends with other ingredients and remains well distributed 
mn cakes, chocolate, ice cream, etc... and becomes a component 
part of them. It has a mellowness that improves the finished 
product. It makes many good foods taste better and im 
proves the flavor of otherwise tasteless nutriments. Can you 
say the same of synthetics? By the same token, can you 


afford not to use pure vanilla? 
Now while 

flavors, the average consumer knows little about it Un 

even the so-called pure vanilla 


vanilla remains the prime favorite among 
fortunately vanilla today 


is so weak or adulterated with substitutes that the flavor 
the public gets under the label of vanilla has no relation to 
the genuine product. Instead of the public being educated 
to appreciate the fine aroma and flavor that only pure vanilla 
with its proper strength can impart, it gradually loses this 
advantage through the use of substitute or vitiated vanilla 
extract 

To ameliorate this condition, the Flavoring Extract Manu 
Association 


Association, has inaugurated a research program, the 


facturers in conjunction with the Vanilla Bean 


| 
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By HENRY SALOMON, President 


Vanilla Bean Association of America, Inc. 


of which is to collect sufficent data on authentic vanitha 
extract so that standards of identity may eventually be es 
tablished. The Boyce-Thomson Institute, of Yonkers, has 
been charged with this work, and its progress will un 
doubtedly be reported at the coming FEMA convention It 
is work that should be supported by everybody inter sted 
in the vanilla bean industry. It will protect the reputable 
manufacturer of vanilla products and give the 


general public the flavor and proper strength that it expects 


xenuine 


when it demands vanilla 

We have no axe to grind with vanillin itself, if it ap 
pears under its proper designation as an artificial product or 
You would not call 
creamery butter, or even butter. Frequently the statement ts 
made that the basic flavor of vanilla is vanillin 


imitation vanilla oleo margarine 


However, 
as we said before, vanillin accounts for only one of the 
components in the vanilla bean, and represents only a very 
small fraction of the total vanilla flavor 

In an address before the last FEMA convention, Dr. Ed 
ward A. Prill, of the Boyce-Thompson Institute, reported 
that in natural vanilla extract it 1s probable that there 1s 4 
substantial preponderance of vanillin compared with the 
other flavor constituents (including other aldehydes) on a 
weight basis, but not necessarily on a flavor value basis 
Joseph R. Maxwell commented that this might confuse the 
lay reader into jumping to the conclusion that vanillin was 
the all important ingredient in vanilla, which, of course 
it is not 
also of the 


McNew 


said among other things that a 


In another address, Dr. George I 
Boyce- Thompson Institute 
properly prepared vanilla extract has such exceptional flavor 
ing properties that it cannot be duplicated by any syntheti 
mixture. Vanillin is an important component but probably 
it is only one of the several contributors to vanilla flavor 
Flavor is the product of a delicate balance 


To bring about an mmnprovement 1p the situation 


pre sent 
the direct Cooperation of the extract manufacturer 1s nece 


Sary You alone can do it It 1s your responsibility that the 


consumer get an honest product. When you use something 


else, be truthful enough to say So 


VBA officers, directors 


Henry Salomon, president of the Vanilla Bean Assoc 
uth the / Huber Ca 


ation of America, Inc., 1 vanilla 


porter 


Other VBA offwers ave William H. Triest, of the 
Zink & Triest Ca., vice president; |. Manhemer f the 
company hearing his name, treasurer; and Ray C, Schlot 
fever ecrvelary 

The divectors ave E. 8. Buckley. of Thurston & Bra 
ith: James Schmidt, Dammann & Ce ly wd [. R 
Mf vell, the Camax ( 
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FLORASYNTH 


LABORATORIES, 


INC. 


FACT SHEET ON 
ENTRAPPED POWDERED FLAVORS 


Florasynth being one of the first companies to manufacture powdered 
flavoring materials, we list below descriptive details of what we feel to 
he the finest type of New Entrapped Powdered Flavors. These New 
Entrapped Powders contain as high as 50%, oil content by weight. Yet 
instantly dispersable non-hygroscopic, free flowing and due to the high 
concentration at which we are able to manufacture them, extremely 
economical, Shelf life studies have indicated excellent results. 


ENTRAPPED 
POWDERED 
FLAVORS 


Manufactured and designed for use 
in Powdered Drinks, Gelatin Des- 
serts, Cake Mixes, Pie Fillings, 
Puddings, Beverage Bases, Pharma- 
ceutical Products, and wherever 
dry flavors can be used to good 
advantage. 


Orange 

Lemon 

Lemon & Lime 
Imitation Raspberry 
Imitation Strawberry 
Imitation Cherry 
Root Beer 

Cola Type 

Grape 

Pineapple 

Banana 

Imitation Maple 


Vanilla, Pure & Imitation Other En- 
trapped Flavors Developed on Request. 
Suggested uses per 100 Ibs.: 
Gelatin Dessert 3 to 4 oz. 
Cake Mixes 4to6oz. 
Puddings 3 to 4 oz. 

Pharmaceuticals 
(such as aspirin) 

Powdered Drink: 
(without sugar) 


2 to 4 oz. 


1 to 1% Ibs. 


ENTRAPPED 
POWDERED 
DRY CLOUDINOL 


Available for the first time to the 
beverage industry, a Dry Cloud. 
Will not ring or oxidize. Two 
pounds when dissolved in water to 
one gallon will produce one gallon 
of Standard Cloud Solution of 
which one ounce per gallon of 
Syrup will produce an excellent 
suspension in the finished product. 


ENTRAPPED 
POWDERED 
CLOUDINOL 


Excellent product for dry mixed 
heverages. 


(1 oz. makes 2 qts. finished oe Prt 


EXECUTIVE OFFICES: 900 VAN NEST AVE., (BOX 12) 


ENTRAPPED 
POWDERED 
CLOUDY FLAVORS 


After years of research our Flavor 
Specialists have now developed 
Powdered Cloudy Flavors which 
will produce on dilution a finished 
beverage simulating fresh juice 
both in appearance and flavor. 
They are uniform powders which 
will not separate on dilution, will 
give a perfect Cloud and will not 
form a ring in the finished 
beverage. 


Cloudy Orange 
Cloudy Lemon 
Cloudy Lime 
Cloudy Lemon-Lime 


Suggested Uses: 
Syrups Ya oz. per gal. 
Lemonade Mix 6 to 8 oz. per 100 Ibs. 
Lemon Bar Mix 6 to 8 oz. per 100 lbs. 


Powdered Drinks (without sugar) 112 
to 2 Ibs. per 100 Ib. Mix 


(1 oz. makes 2 gal. finished beverage) 


LABORATORIES, INC. 


NEW YORK 62, N.Y. - CHICAGO 6 + LOS ANGELES 21 


Cincinnati 2 + Detroit +» Dallas « Memphis » New Orleans 12 + St. Louis 2 + San Francisco + San Bernardino 


Florasynth Labs. (Canada Ltd.) « Montreal, Toronto, Vancouver, Winnipeg « Agts. & Dist. in Mexico: COMSOLMEX S.A. Mexico 11, 0.F. 


Consult our Research Laboratories on your Problems 
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trends in essential oils 


A brief review of the market situation as related to 
some of the more important flavoring essential oils does 
not point to any shortages, nor any greatly significant 
changes in the price structure 

In the citrus group, oil of lemon, predominantly of Cali 
fornia origin so far as the 
flavoring extract industry 1s 
concerned, is somewhat low. 
er in price than at the same 
time last year. 

Experimental growing of 
lemons in Florida is pro 
gressing, and in a few years 
we will know more about 
the character of oil from 
Florida fruit. So far, it is 
encouraging. 

Cold-pressed oil of 
orange, both of Florida and 
California origin, is in plentiful supply at exceptionally 
low prices. There is some slight evidence of an almost 
imperceptible firming of price, but even so orange oil 
continues to be our cheapest flavoring oil. Capacity to 
produce is practically unlimited. 

Mexican distilled oil of lime, which is the most widely 
used of the lime oils for flavoring purposes in this country 
continues at its low price level and the supply is plenti- 
ful. 

Expressed oil of lime, considered different in character 
from the distilled, is preferred for some purposes, but 
brings twice the price of the distilled. 


Some lime oil is being produced in Florida on what 
might be termed an experimental basis. Its character is 
very different from the Mexican and West Indian var 
1eties, and it remains to be seen whether it will ever 
become important to the flavoring industry 

Cold-pressed oil of grapefruit is down moderately in 
price from a year ago, and the modest demand is ade 
quately covered. Tangerine oil, not presently used in 
very large quantities, should increase in popularity, as 
it is an interesting flavor. The price of this oil has been 
very stable and is expected to remain so 

O:! of lemongrass has been quite firm, with a recent 
exhibition of considerable strength which will no doubt 
be reflected in. the flavoring 


material, citral 


price of the important 


In the mint oil group, oil of peppermint, well below 


the price levels of a year ago, appears to be fairly well 
stabilized at existing levels and in adequate supply. Oil 
of spearment has advanced mode rately from its low of 
about a year ago, but is reasonably priced and in adequate 
supply 

Clove bud oil is below prices of a year ago and is firm 


at present levels. The supply situation for anise oil has 
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By PIERRE J. COUTIN, President 
Essential Oil Association of the U.S.A. 


improved with increased quantities becoming available 
from Holland, and anethol ts also in much more plentiful 
supply, although still priced rather high 

Cassia oil remains scarce and the nominal 
However, with cinnamic aldehyde in adequate supply and 
moderately priced, this does not impose any problem, 


as there is plenty of very good imitation oil of cassia avail 


price 1s 


able. 

Oil of Ocotea Cymbarum (sassafras Brazilian) has 
dropped to about half its price of a year ago, and this 
is reflected in the lower prices of the important flavoring 
materials safrol and heliotropine 

Oil of mace has advanced substantially in price trom its 
low of a year ago, and appears quite firm at present levels 

Any article on flavor would not be complete without 


some mention of vanilla. On the imitation side, vanillin, 


for the first time in a long while, declined about 70 in 
price, due Vanilla 
which have been dropping steadily for about a year, have 
Apparently 


to a competitive situation beans, 


recently shown signs of increasing firmness 
the pendulum had swung a little too far in the downward 


for. There 


opinion as to 


direction, and some correction was called 
seems to be a considerable difference of 
whether the recent increase will be maintained. 

As to flavor chemicals in general, supplies are ample 
and prices are moderate and firm. The overall flavor 
picture looks favorable for the consumer, and the vigorous 
research policies of the aromatic chemicals and essential 
oil houses will continue to make new and better flavors 


available to the food and pharmaceutical industries 


vanilla takes the spotlight 


(Continued from page 77) 


The results recerved to date indicate that the ratio of 


the Barium Number to the Lead Number ts indeed a con 
stant and that it apparently 1s the same for both Bourbon 


and Mexican vanilla extract. Further work on Java and 


Tahiti vanilla extracts, and some commonly used vegetable 
extracts used as adulterants will be necessary to determine if 
this new constant 1s of value as a criterion of the purity of 


a vanilla extract 
Another matter under consideration by the Scientific Re 


search Committee 1s the question of limitation of the 


moisture in the vanilla beans as received in this country 


There is a good possibility that something might be done 


by the French government to set limits on the maximum 


moisture in vanilla beans exported from their terrtors 
An English translation by the Vanilla Bean Association of 
Decree Vanilla in 


(Continued on 
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Givaudan 
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flavor materials 


As a primary source of supply for flavor materials, 
Givaudan, the world’s largest producer of aromatics, 
has played a dominant role in the development of 
flavoring science. 

We offer you a complete line of flavors for confec- 
tionery, ice cream, bakery and other products—all skill- 
fully created to lend true taste appeal. At your request, 
our flavor staff will study your individual problem and 
make recommendations from hundreds of proven Givau- 
dan flavors. Or we will develop an individual creation to 
meet your specific needs. Make Givaudan your flavor 


headquarters. 
G 


330 West 42nd Street, New York 36, N. Y. 


Detroit 


Branches: Philadelphia Boston Cincinnati « 
Chicago « Seattle « Los Angeles « Toronto 
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the outlook 
on alcohol 


By FRANK E. BENNETT, Assistant Sales Manager 
Publicker Industries, Inc. 


A very significant, though gradual increase in the con- 
sumption of industrial ethyl alcohol has taken place during 
the past several years. This increase can be attributed both 
to expanded usage as well as to many new users. 

Between the years 1950 and 1955, the disappearance of 
ethyl alcohol increased about 50°. In the year 1950, 165,- 
090,000 gallons of new alcohol was consumed. The report 
of the Treasury Department for the year 1955 showed a 
consumption of 247,000,000 gallons of new alcohol. 

The shortage of synthetic rubber raw materials from 
petroleum made necessary the reopening of the alcohol 
butadiene plant at Louisville, Ky. This plant, when in full 
operation, will consume 75,000,000 gallons per year of 
ethyl alcohol, and such operation within three or four months 
is a possibility. The 75,000,000 gallons are not included 
in the above figures. There are ample facilities for both 
fermentation and synthetic alcohol to supply requirements 
in the forseeable future 


More consumption 


The U. S. Department of Commerce forecasts tremendous 
increases in the use of ethyl alcohol. They estimate a re- 
quirement of 700,000,000 gallons by 1975. At first glan ec, 
this may seem fantastic, but if we consider that the in- 
crease between 1950 and 1955 was 82,000,000 gallons, the 
above forecast doesn’t seem too much out of line. We must 
also remember that population increases will continue, and 
this is not a small factor in the rising consumption of in 
dustrial alcohol 

Present facilities for production of synthetic alcohol, cap- 
able of producing about 230,000,000 gallons annually, until 
now have been sufficient to meet average requirements. Last 
year's consumption of 247,000,000 gallons reflected the 
substantial increase in demand. With the addition now of 
the demand for alcohol butadiene, it appears the fermen- 
tation facilities will be operating at near capacity 


Monthly withdrawals 


A breakdown of month-by-month withdrawals during the 
year 1955, reflects the ever increasing usage of alcohol. The 
following Alcohol and Tobacco Tax Division figures show 
this dramatically: January, 18,984,136 gallons; February, 
17,725,545; March, 20,605,364. 

April, 19,559,751 gallons; May, 18,986,358; June, 20,- 
113,121 

July, 22,084,284 gallons; August, 21,310,672, September, 
20,567,552. 

October, 20,161,124 gallons; November, 20,553,904; De 
cember, 26,512,704 

Total for 1955, 247,164,515 gallons 
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Spice Millings 


New sesame varieties, plus machinery, 


open crop to big expansion in U. S. 


Sesame seed is now growing as a crop produced in 
the United States, according to a recent report in the 
New York Times 

Behind this trend is the development of semi-shatter 
ing of sesame by the Texas Research Foundation, Renner, 
Texas. These varieties make it possibie to harvest the 
sesame by machine, with a minimum of hand labor 

In addition, it can be cleaned and processed profitably 
with machinery recently developed by a new company, 
American Sesame Products, Inc., Paris, Tex. 

In 1954 more than 1,200,000 pounds were grown in 
the Cotton Belt, under adverse 
Last year’s output was about 5,000,000 pounds, of which 
about half will be processed by American Sesame Products, 
according to Roy Anders president. 

The countries most likely to be affected by the develop 
ment of the American crop Guatemala, 
which in 1953 exported 15,000,000 pounds of sesame 
to the United States; El Salvador, which sent 1,902,000 
pounds; Nicaragua, which shipped 5,364,000 pounds, and 
the Dominican Republic, which exported 43,500 pounds 
to the United States. 

Venezuela consumes some 18,000 to 20,000 pounds a 
year and export Nor Mexico, 
which uses about 100,000 pounds a year 


conditions. 


drought 


appear to be 


does not sesame, does 


The bulk of the world’s production of sesame, how 
ever, 1s in China, which accounts for about half of the 
1,500,000 tons produced, and in India, which grows about 


one-third of the total output 


Trade mourns passing of Alfred Joensson 


Alfred Joensson, widely known as an outstanding 
hgure in the spice industry, died recently in Winter 
Park, Fila. 

Born in Sweden, Mr. Joensson later became a natura 
lized English citizen. 

In London Mr. Joensson was the purchasing agent for 
one of the large United States drug firms specializing in 
botanicals, Then for 20 years was active as an importer 
of spices and essential oils with his own firm, Joensson 
and Senneck, maintaining offices in India and Ceylon. 

In this country he was associated with McKesson and 
Robbins until he established the Joensson Import Co., 
which later became the partnership of Joensson & Cross 
Inc. 


In December, 1949, Joensson & Cross, Inc., became a 


division of the World Commerce Corp. and later a 
similar arrangement was made with the River Piate 
Corp. In March, 1955, when Mr. Joensson was com 


health, the firm became 
a wholly owned subsidiary of the latter firm 

Due to ill health, Mr. Joensson had not been active 
recently in American Spice Trade 
but before that he had contributed unstintingly of his 


time and efferts to the welfare of the association and the 


pelled to retire because of ill 


Association § affairs 


industry, 
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comy lete background 


ASTA'’s Southern California 
group elects 1956 officers 


The Southern California Regional 
American Spice Trade Association held its first meeting 


Group ot The 


of 1956 during a luncheon session at a downtown Los 
Angeles restaurant earlier this year to elect others and 
discuss plans for the current year 

Allan Leivenberg, of the McClintock-Stern Co.'s Los 


Angeles office was elected chairman tor 1956, and Walter 
Blair of Cal Compack Foods, Inc., Santa Ana, was elected 
secretary 

Other firms represented wer and Blanco, 


all of Los 


Gonzales 
Chili Products ¢ orporation, Ltd, and Gentry 


Angeles 


Now it’s push-buttons for spice racks 


Press the button and out ginger of 
A new Push-O-Button rack keeps your spices 


pops nutmey of 
cinnamon 
spic and span and 1s as easy to handle as dialing a radio 
station 

One thrust and the seasoning package is in the house 
wife's hand. 

The Salem maple 
orderly, dust-free and instantly available. It 


finish container keeps condiments 
is distribu 
ted by the George S. 1 hompson Corp., South Passadena, 


Calif., and is priced to retail at $4.95 


Packaging Machinery Exposition 
to be held in Cleveland in fall 


The Packaging Machinery Matertals 
1956 sponsored by the Packaging Machinery Manufa 
Institute, will be held in Cleveland at the Cleve 
land Public Auditorium, September 11th lath 

PMMI vice president W. J. Bronander pointed out to 
exhibitors that Machinery & Materials 
Exposition of 1956 1s sponsored by Institute as a 


Exposition of 


turers 


the Packaging 


pa k 


aging only” show on a technical level. With most of 
the exhibit space contracted for, the exposition 1s well on 
its way to being a successful show, he added 


The Cleveland Hanson & 


Shea, Inc., Pittsburgh, Pa 


exposition is managed by 


Material Handling Conference set 


Dates for the Third Annual Material Handling Train 
17th. 40th, 1956 


Conference, has an 


ing Conference have been set for June 
James R. Bright, director of the 
nounced 

This industrial traming class apain will concentrate on 
three objectives 

|. To bring production executives and staff engineers 
completely up-to-date in the newest analytical methods 
equipment developments and operational techniques in 
the material handling field 


2. To help conferees solve specific problems on ware 


housing and material handling in ther own firms 


To equit the inexperienced industrialist with a 


library and knowledge of the 


field—as well as excellent contacts with specialists 


as the basis for developing an aggressive material hand] 
his firm 


inp improvement program in 
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vanilla takes the spotlight 


(Continued from page 81) 


French territories,’ Article 4, section 5, states, “Vanilla in 
pods (beans), should contain the following maximum water, 
54% for the fresh or common types, 25% for the dry type.” 

The intention of the classification was to use the ‘“humide 
or 38% beans for Europe and the “sec” or 25% beans for 
the United States. There is good reason to believe that the 
authorities in Madagascar would welcome an expression of 
opinion from the consumers in the United States on the 
question of moisture in vanilla beans. 

The standards committee of the Vanilla Bean Association 
suggested the accompanying table (Table I) for vanilla 
bean moisture 

It seemed to me that the 2% range was too narrow to be 
significant, due to margin of error in sampling and analysis, 


and that the range for primes was too low, Accordingly, the 


members of the Scientific Research Committee were can 
vassed for their opinions on Table I and the alternative 
Table I 


Everybody polled agreed that limitations on moisture in 
vanilla beans was highly desirable. It was also suggested 
that a minimum moisture limit of 15% 
Most of the members preferred Table II to Table I; how 
ever, an important segment of the poll believed that there 
should be no correlation between quality and moisture at all 


and that the proposal as stated by the French officials was 


be set on Fourths 


adequate 

On the basis of this sampling of opinion I prepared the 
following questionnaire which our executive secretary, John 
S. Hall, ts circularizing to all the members of the Flavoring 


Extract Manufacturers Association: 
YES NO 
(1) Are you in favor of limiting 
the moisture in Vanilla Beans? 
(2) Should these limits be correlated 


with the grades now used, 


Primes, Seconds, Thirds, 


Fourths? 
Do you approve of the follow- 


(4) 


ing table ?: 


VANILLA BEANS 


Our 100th Anniversary 


THURSTON & BRAIDICH 


286 Spring St. New York, N. 


DAMMANN & CO., INC. 


VANILLA | 
BEANS 


New York City 


71 Murray Street 


COFFEE 


Primes 35-30% 
Seconds 30-25% 
Thirds 25-20% 
Fourths 20-1507 


(4) Would you prefer instead to set 
a top limit of 25% moisture 
on all beans without reference 
to grades? 

(5) If you differ from the table of 


values in question (3) state 
your own table of limits below: 

If an overwhelming majority of the votes favor one 
opinion, the results will be transmitted to the French govern- 
ment, expression of our wishes in the matter of 
limiation of moisture in vanilla beans. 

The year 1955-56 has seen the work of the Scientific 
Research Committee concentrating almost exclusively on 
vanilla, due mainly to the importance of the research pro- 
ject we have subsidized at the Boyce Thompson Institute. 
When that knotty problem has been solved, we hope to be 
able to switch our efforts to the field of fruit extracts and 
other important segments of our industry that need research, 


so that we can offer the consuming public the best possible 


as an 


quality that our industry can supply 


One-crop economy in Haiti 


Haiti is not only almost totally dependent on agri 


culture, but since 1950 has shown an increasing trend 


toward a one-crop economy 


spices and ocean shipping 


(Continued from page 


are foreseeable in the increased frequency and decreased 
transit time of our sailings 

The aims of the American Spice Trade Association in 
overcoming the obstacles to successful business enterprise 
are identical with our own aims. It is our hope and belief 
that the trends mentioned here will result in even greater 
improvements than have already been noted up to the 
present time, 

American President Lines will continue its 
render superior service and we take this occasion to wel- 
come your inquiries and suggestions which will add to the 
progress of servicing this important trade. 


efforts to 


VANILLA BEANS | 


"PHILADELPHIA 


INDUSTRIES The Flavor Field 


and 


& TEA 


: 
| 
: 
ZINK & TRIEST CO. 
| 
84 


Pack up your food product in a brand new package and 
watch the sales go up. 

This was one of the major findings in a study just com- 
pleted for the Folding Paper Box Association by Don 
White, Inc., 


307 food and grocery companies representing 28 billion 


marketing consultants. The survey covered 

dollars of the 51 billion dollar industry 
The that 75% of the 

interviewed said that a new package means a big boost 


survey revealed manufacturers 
in sales and more than half of those reporting went on 
to state that “most of all of the sales increase was due to 
the package.” 

Predicting a bright packaging future generally, and 
particularly for the folding carton industry, the study 
reported that 60 per cent of the manufacturers said they 
expect to increase their use of cartons this year 


Alford III, spokesman 
for the Folding Paper Box Association, emphasized that 


In releasing the report, W. J 
its results were “preliminary.” He explained that it was 
“the first part of a continuing study of packaging in food 
and grocery stores, which are the marketing outlets for 
three-fourths of all end use products now manufactured.” 

By far the biggest share of new packages, in any single 
group, was in the folding carton field—44%, the survey 
disclosed. Also it was learned that 81% 
facturers said they made a package change during the 
70% for existing products and the remainder 


of the manu 


past year 
for new ones. 

The primary reason for making a package was to in 
crease sales, and the most important factor in deciding on 
a new package was to get display value and customer 
attention, 

The survey found that the strongest trend in packaging 
is toward more giant-size boxes and the increased use of 
multi-packs. There is trend toward more at- 
tractive packages and greater product protection. 


also a 


The report also disclosed that the sales manager 1s 
the man who makes most of the final packaging decisions 
Next in importance are a packaging committee and the 
firm's president. It was that 40% of the 
packages are designed by the package supplier and 25% 
by an outside package designer. 


found new 


In stating that 60% of the manufacturers expect to in 
crease their use of cartons this year, the survey added 
that the chief assets of the cartons were product pro 
tection, lower cost, superior display, economy in handling 
and consumer and sales appeal 

Nearly half of the manufacturers said that the special 
services offered by the folding carton industry were ‘very 
good,’ and another 299% regarded the services as “good 


This was the best average of any container. Services in 
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new packages up sales, survey 


shows 


cluded advice on style and construction, graphic design, 
product and market research 

In conclusion, the report stressed the tact that pack 
aging ‘has only begun to scratch the surtace Half of the 
total volume of goods sold in the average super market 
is still not packaged 

Mr. Alford said that the survey showed that the grocery 
field looks for creative selling and urved Folding Paper 
Box their 


vyrams to ine lude 


members to construct sales 


Association pro 


sales manavers amone their contacts 
Facts in the survey were obtained from personal inter 


tood 


views with key and vrocery executives across. the 


country 


25 years of packaging progress 
to be marked at AMA’s 
1956 Exposition, Conference 


Twenty-five years of packaging progress are being 


commemorated at the 1956 edition of the American 
Management Association s National Packaging Expo 
sition at the Atlantic City, N. J., Convention Hall 


The three-acre exposition provides a graphic panorama 
of progress in packaging, reflecting the field's growth 
over the past quarter century to a better than $10-billion 
a-year industry. The exposition has become one of the 
nation’s largest annual trade shows 

Close to 400 exhibitors are taking up some 150,000 
square feet of the Convention Hall to display the latest 
in equipment, materials, and services for the packaging, 
packing, and shipping of industrial and consumer goods 

In conjunction with the Exposition, the American 
Management Association ts also holding tts 25th Annual 
National Packaging Conference. The meeting runs simul 
taneously with the first three mornings of the Expo 
sitron 

Speakers at the Conference, reporting on the newest 
developments in packaging machinery, materials, and 
methods, not only stress the technical progress already 
made, but look ahead to advances that should be torth 
coming in the next few years, Representatives of close 
to a dozen packagers of consumer and industrial products 
are describing how they package today and how they 
would like to package tomorrow 

The AMA conterence program 1s exploring the pack 
aging field on a broad front, and the resulting need for 
special tec hniques and for trained qualified personnel in 
this field 

Specific topics discussed 
for packaging dep 


include organization structure 


irtments and their coordination with 


other functions the 


COMDANY 


‘ 
dus 
| 
; 
| 


ASTA's first 50 years 


(Continued from page 71) 


budget has grown steadily and is now far above the 1936 
appropriation 

Ten years later, the association undertook its first formal 
research program, beginning with an extensive literature 
survey by Foster D. Snell : 

With the addition of these two major activities, ASTA 
rounded out the scope of its work. In every sense of the 
term, ours has become a fine example of a 20th century 
American trade organization, We still have problems, but 
that is only natural. The important fact is that we are 
meeting our problems today through a democratic organi- 
zation, with free exchange of thought and singleness of 
purpose 

ASTA now has members in about 37 different cities in 
the U.S. and in a dozen foreign countries. As we start 
our second half-century, we will be concentrating a new 
drive on more membership. The larger our organization 
can become, the more beneficial the work we will be able 
to do for the spice trade 

Our forthcoming convention at Skytop should be especially 
enjoyable for the members of ASTA. We will at the same 
time be closing the chapter on a successful 50-year record 
and we will be standing on the threshold of what I am sure 
will be another fine era of growth and prosperity for our 
industry 

It will be a pleasure to greet all of you on May 6th 


basic trends in spices 


(Continued from page 55) 


point, the trade has been building its future on increasing 
the per capita usage of spices. This is the only healthy 
course to follow, Just as we should not lean too heavily 
on any one of the so-called trends in cookery, neither 
should we ever be satished with an upward sales curv« 
based on birth rate alone 

It takes a lot of momentum to get a sales trend started 
in this country today. Usually, this momentum ts fur 
nished by large expenditures in terms of research and 
promotion, The spice trade has built its momentum 
slowly, but steadily, at surprisingly small expense, in 
terms of what 1s being spent by other kroups. 

We are now beginning to move. From here on in, 
every dollar we spend on these activities will do twice 
the amount of good it did a few years apo, because our 
audience, the consuming public, has already been mad 


Spice CONSCTOUS 


the growing demand for herbs 
(Coa ned trom pate 67) 


1 would be delinguent not to sound a warning to the trade 
about one danger that grows more pressing. It 1s this: At 
the moment I tind the trade too preoccupied with following 
the demand for herbs, and not sufhiciently attentive to the 
qualities of herbs entering the country 

All that has been accomplished to date to popularize and 
widen the use of herbs in the kitchens of America can be 


lost by condoning sub-standards to enter the country. | 
find that the quality of herbs have not improved with the 
increased demand—in fact the quality seems to lower 
month by month. To continue in this direction can only 
cause accumulative harm. As I view the domestic and 
world markets and supplies, | am convinced the increased 
demand for herbs can be accompanied by inc reased quality. 


It is up to the spice industry to see that it will 


how to organize a plant tour 


(Continued from page 11) 


personnel and enough teachers in each group to maintain 
discipline throughout the tour. Each teacher, for example, 
might like to bring the mother of one of the children with 
her. This is essential to insure the safety of your young 
visitors. If you have enough grown-ups with each group, 
you will have no trouble at all. 

6. Some of the machinery in roasting plants makes so 
much noise that it may be difficult for the guide to be 
heard. It is a good idea to have small signs printed and 
placed where they can be plainly seen, explaining the 
function of the various roasters, blenders and other pieces 
of equipment. After all, it is the purpose of the tour to 
provide real information about your plant and organization 

7. At the end of the tour, the entire group should be 
reassembled and an opportunity provided for questions and 
answers. Children will expect to receive something they 
can take home with them. Here are some suggestions: 

(a) A sample of your coffee 

(b) A copy of the booklet, ‘Coffee, The Story of a 
Good Neighbor Product’ (available from PACB ) 
It would be wise to check with the teacher to 
make certain this booklet has not already been re- 
class 

(c) A standard Coffee Measure and brewing leaflet, 
obtainable from The Coffee Brewing Institute, 


Inc 


Salada Tea's new packages 


(Continued from page 43) 


age was as much a Salada trademark as the big bold 
letters on the label. But time transforms all manner of 
things, as the bright new package of Salada Tea Bags, 
vintage 1956, so clearly attests. 

Cons.stent advertising has always been a basic policy at 
the Salada Tea Co. Until recent years, Salada had been 
advertised in newspapers with amazing regularity. Their 
simple but striking small space newspaper advertisements 
which appeared day after day, week in and week out, 
through good times and bad, earned for Salada the repu- 
tation of outstanding consistency in advertising 

The company attributed its steady rise in the tea in- 
dustry to this consistent advertising and to a strict adher- 
ence to high standards of quality in their product. In 
recognition of this success, one of the familiar Salada 
newspaper advertisements was included in the book, “The 
100 Greatest Advertisements 

In recent years Salada has placed a heavy emphasis on 
air media, but they still maintain the same policy of con- 
sistent, relentless advertising, as most TV viewers and 


radio listeners well know. 


FFEE & TEA INDUSTRIES and The Fila Field 
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2 mically and politically m= whue 

ine finds itself im India 

ee VANCLSCO Samplings ‘ ital is having a hard tim 


| 
n India This not only apples to the 
British. but to other countries as wel! 
For example, General Motors recently 


By MARK M. HALL @®@e@ Bob Manning, president of th < 
pulled out its plant in Bombay. Insotas 
@ @ Nearly all the boys along Western State Tea Association. hi as the Indians are trving to get the 


: | | breathed new lite into the organizatio 
row report that business i | foreign compames to employ more 


They For some time it had drifted along as 


the roasters now, at this writing ith wher 
nad good business during January and 
February and can take present con 
ditions as something to be expected 
With nearby Santos at a low in De 
cember and early January, interest im 
buying began to move the market up 
Many roasters held back, however, al 


ways hoping the market would go the 


almost pure lv a socsal organization, and 
no quarrel with the poltey 


did pretty well at. that Phe same Hed 
faces would appear at every meeting lea planters are compell i 
more miprovements tor ther 
labor, and working conditions have 


added considerablly to wage costs I! 


and nobody complained because it 
tunctioned well However, — there 


comes a time in the life of every group 
Now is thought that 


oto old levels because ot the mereases 


soft vel 
when it must progress or else prres t tea will ne 


WSTA is having speakers and planning 
things, which ts just the type oto om 


other way in these basic costs ot produe tion. Add 
) 4 We 
Talk of devaluation played its part in ed to this ts the considerable expor 
this delayed buying With President 
Kubitschek’s assurances that Brazil 
was doing real well with prices as they 
were, a lot of buyers throughout the 
country thought they should climb 
aboard before the balloon rose too high 
Everybody bought, roasters, whole 


jection it needed 

At the last meeting, the speaker of 
the day was K. B. Starnes, of James 
Finlay & Co., Ltd Starnes is from 


their Calcutta office Chis was not his 
| dian people there would be no drift 


tax, which of course the world con 
sumers have to pay 

Starnes thought that because ot the 
strong religious tendencies of the In 
first appearance betore the Kroup, ane 
he is always interesting Before he into Communism They make a noise 


spoke, Bob called on kd Spillane for at election times. but them numbers 

salers and chains, and roasters worked a few remarks, as he had just. re are slight The Congress Party is the 

overtime. Prices went up for roasted turned trom New York, where he had only one with any kind of organization 


coffee. Now the pipe lines are filled, attended the meeting of tea experts to It has to deal with a country of 400 
and along with the usual summer dull languag and chalect me road 
ness in the othing, prices dropped to hed was elected chairman for the co 
their lows in the recent movement. It ng 
looks like history repeats itself when new procedures will elimate the chai 


one looks back to 1944 nan after his term of office, to allow 
the younger men to participate kal without much success. Feelings toward 


determine U.S. standards for the year 
mgs are written in five different 
year, which means his last year, as languages The government has 
some effort to divide the country inte 
states having the same language, but 


What has everybody along the street 
guessing, however, is the spread be 
tween Brazils and Colombians. During 
the middle of last year it ran from 
4 to 6¢. In February it was 18¢ and 
in March 17¢. The latter is not con just about paid for the hotel room 
sidered normal, and the question ts, \iter leaving New York, Ed went t them, fo the positio 


which is going to yield?) Some opinion mite 


said there would be some regret in not the United States have not been 


meeting the boys every year, but he favorable of late, partly as a result of 
might be ahead financially as the the Goa statment of Dulles The 


overnments allowance of $12.00 a day Russian visit to India contributed 


nothing te better feeling toward 


Pexas In that state all one could 
buy as a cool be VeTage Was beer, Wine \s 


with the latter dome vet tence 


is that there will be a Squceze 
milds by this fall It | 
betore while waiting for 


lappened 
and girls their teens 


were bu mg } ad tea instead of coke 
d spoke the tremendous | Ipton usual 


plant at Galveston It impressed me this tine 


to come in As ayvainst this 
pacity of the roaster industry to wait 


again before buying will be a big factor 


in prices. Will high prices to the con that tea was really a big industry ee \ e WS meetin 
sumer retard consumption? If anyone It fell to Eugene Lynch to introdues was LL. G. Trenton tired tea examin 
could answer only a part ot these ques Starnes who beg: saying that he oO an bran ; Prenton enter 
tions, his services would be invaluable Was not gomp to talk about tea alone vice n 1900 and retired 


to some harrassed roaster but would vive more of the background (Continued on page 91) 


JOSEPH G. HOOPER JR., CO. 


E. A. JOHNSON & C0. 203 California St. San Francisco 


COFFEE IMPORTERS AND AGENTS MILDS — BRAZILS 


BRAZILS * COLOMBIANS CENTRAL AMERICANS GEO. W. REED & INC. 


166 California Street 
GREEN COFFEE 
San Francisco 11, Calif. 210 California St., San Francisco 11, Calif. 
Cable: "“REEDCAFE” (Member P.C.C.A.} 


Learning the technique of coffee roasting is 


WELDON H. EMIGH CO., INC. easy with a copy of The Coffee Man's Manual 
BRAZILS — MILDS $2.50 


‘ Write to THe Spice Mitt Book 
| alifornia St., San Francisco || : 
50 C a Sa . 106 Water Street New York 5, New York 
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Ivory Coast, Guinea and Cameroon 


coffees 
Heading up 
at Kauders is 


has been in t 


‘ offe 


here 


Some 
think 


our 

district 
the way out’ 
members of the trade down New York City, 
| B S Johnson, 


familiar—and historical green coffee, 
in lower Manhattan on Amsinck, Sonne 
stock interest 


have purchased from the 
Corp. the controlling 
Hard 


Was 


years. 


& Rand, Inc., 


announced by 
Elected ¢t 


the coffee department 
Marcel A. Aubry, who 


hat activity for many 


Kauders also represents Compagnie 
[L.yonnaise on cocoa, cloves, clove oil, 
vanilla and other products 


o membership the 


chairman of Otis, 
National Coffee Association, as a green 


chael Hassel & Co., 75 


friends in the coffee 
be glad to learn that 
ar, representative of the 


vador, Is making good progress im 


overcoming the effects of the stroke 


Part of the area, at least, now seems McAllister M 
: definitely slated to disappear New Hard & Rand, Inc., the oldest green 
( , West Street 
Y ork ity'’s Board of Estimate ap coffee importing organization in_ the 
proved unanimously the projected $7, United States, will continue unchanged , i 
A mdustry wi 
100,000 widening of Water Street on in its personnel, policies, methods and R “68 A ouil 
oper 
its east side from Whitehall Street operations, Mr. Johnson said ff El Sal 
owers Association “1 Sal- 
to Fulton, and of Pearl Street above Details of transaction were not 
Fulton disclosed 
Borough President Hulan Ek. Jack, 8 ®@ Borden’s Instant Coffee is taking 
he suffered ear 


Was 


that 


only 

The 
the board 
of the 


of Manhattan, 


hard 


the project was now the 


boards 


organization's 
a City Planning Commission hearing 


window dressing 
fact, they felt, was that tisers, Inc 
had approved the proposal Kach purchaser of Borden's Instant, 
City Planning Commission, and or of any 
ticipating, sends two labels or boxtops 


products, along with 


said the board’s action 


was “a preliminary step’, and he im 

vited objectors to discuss further plans admissions 

with them chase of the 
This statement, it was felt by some Called the 

companies affected by the revamping, the 


from any ol 


Opposmy the plan was the New $1.50, and 
York Coffee Roasters Association 
John Mazzei, of S. A. Schonbrunn at any time, 
& Co,, speaking as chairman of the days and holidays 


policy committee, 


vation called Cinema 


ol 


part in a metropolitan area promotion 
which provides part payment on movie 
premiums on the pur 
product 
Movie-Tix 
idea was developed by an organi- 

Diorama Adver Mrs 


other 


receives a 
movie tickets good at specified theaters 
including Saturdays, Sun- 


told In other words, each label is worth 
25¢ toward $1.00 of 


movie admissions. 


He is resting 
96th Street, wl 


can reach him 


lier this year 
at his home at 127 West 
iere letters from friends 


In charge of the El Salvador office 


Premium Plan, 
at 120 Wall St 
Julia 


president of th 
Association an 
rector of Jabe 
$2.00 book of will welcome 


products pat 


in Providence, 


to discussions 
the metal trad 


reet, in the meantime, 1s 


Mimenez Webb, Mr 


\vuilar’s secretary. 
esf. [.. Robinson, newly elected 


e National Metal Trades 
d vice president and di- 
‘2 Burns & Sons, Inc., 
delegates to the eighth 


annual New England NMTA Congress 


This is a one-day meeting devoted 


of problems confronting 
es industry and the na- 


tion as a whole. 


earlier that the project would force Cooperating the plan are these 
roasters affected by the widening to go movie chains: Skouras, Randforce, ® 8 Members of the Green Coffee As- 
out of business or leave the state, Stanley Warner, Prudential and Walter sociation here dealing in British Fast 
since there was no other space readily Reade African coffees had an opportunity to 
available downtown New York for membership in the New discuss ocean shipping problems re- 
After the board's approval, Mr. York City Green Coffee Association is cently A meeting was arranged by 
Mazzei_ said his company “planned Kauders & Co., 11 Park Place the association with representatives of 
to survive” and was looking for a new Importers French Africans, steamship lines 
location, probably in New Jersey Kauders represents Compagnie Lyon- Invitations were extended to lines 
Also opposing the project is David naise de Madawasear, one of the largest operating out of New York 
Schoenholt, of the Gilles Coffee Co., coffee shippers on that island Scheduled to be on hand were C. H 
one of the oldest coffee roasters in the Compagnie Lyonnaise has extensive McGuire, vice president of the Robin 
. country, which has been located as a plantations of its own, and ships cof Line; John Boyce, general traffic man 
taxpayer in downtown New York for fee of other growers, as well ager of the Dreyfus Line; John Gor- 
more than a century In addition to representing — the man, vice president of the Farrell Line; 
8 8 (Otis, McAllister & Co., said to be Madagascar Kauders sells coffee and A. Drost, African import freight 
the world’s largest distributors of as brokers leading shippers of manager for the Nedlloyd Line 


UFININDO 
INTERNATIONAL 
CORPORATION 


(Union Financiere D'Extreme Orient) 


82 Beaver St. 


Importers and Agents of 


all African Coffees 


Cable Address: UFINCAFE 


New York 5, N. Y. 


“Laticlave” 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
Sout NEW YORK, 5 


REAMER, TURNER & CO. 


COFFE 


Brokers and Import Agents 


“REATURN” 
104 FRONT ST. 


E 


NEW YORK 


S. A. GLASBERG CO. 


ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST —- MADAGASCARS — UGANDAS 


| 67 Wall Street 


Cables: Cafruki, New York 


New York 5, N. Y. 


| 
| 


Reaud-Geck Corporation 
Mexican —Santo Domingo — Ecuador 
Guatemalan— Venezuelan 

Cuaban— Africa 


59 PEARL STREET Coffees 


NEW YORK 
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BALZACBRO 


Shortest Route from Growers 


Balzac Bros. & Company, Inc. 


Edward P. McCauley & Co. 
COFFEE 


— One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 


GEORGE P. BOTT & CO. 
COFFEE BROKERS AND AGENTS 
90-96 Wall St., New York, Tel. BOwling Green 9-1497 


Agents for 


SOC. RIO PRETO DE CAFE, LTDA. 
SANTOS — PARANAGUA 


ABREU FILHOS EXP. E IMP. S.A. 
RIO DE JANEIRO 


JAMES W. PHYFE & INC. 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


WALTER B. CARSWELL 


104 FRONT STREET, NEW YORK 5 


Green Coffees 


Tel. HAnover 2-1566 


A. L. RANSOHOFF Co., INC. 
Coffee 


NEW YORK 


| Cable Address 
| “RANWILLIG” 


INDUSSA CORPORATION 
GREEN COFFEES 


Agents for 
CAFE KIVU (Arabicas) 
CAFE CONGO (Robustas) 


511 Fifth Avenue Cable Address: 
| New York INDUSSACOM | 


CHARLES F. SLOVER & Co., INC. 


Coffee 


NEW YORK 


| TEL.: WHITEHALL 4-8182 109 FRONT STREET | 


H. LEE COMPANY | 
COFFEE 


COMMISSION BROKERAGE 


NEW YORK 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE. INC 


| Cable Address 


| "WILEECOM” 101 FRONT ST. 


WESSEL, DUVAL & CO.,Inc. 
Established 1825 | 


EXPORT IMPORT 


Coffee and Cocoa 


CABLE ADDRESS 
HEMENWAY, NEW YORK 


67 BROAD STREET, NEW YORK 4,N.¥. 
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AND TEA INDUSTRIES helo you. 
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203 Board of Trade Annex, New Orleans, La. 
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spice business in New England 


In the case of products brought in 


from the West Indies 


or those purchased in small lots in New York, we are defi 


nitely at a disadvantage. Our raw 


materials must 


pay 


freight on gross weight and then, when ground, must pay 


additional freight to their destination in packaged form 


New York and New Jersey manufacturers are able to pay 


just one freight when they ship into New England 


Until 


a very short time ago the freight on whole black pepper was 


at a higher rate than for ground black 
are the same 


manufacturing from Boston to New 


Since the American Can Co 


pepper Today both 
removed its can 
York, spice cans cost 


us an extra freight before being filled to go out to customers 


The items which the New England spice companies handle 


today are the ones of our earlier days 


APRIL 


1956 


pepper, cassia, ginger, 


cloves nutmegs, ete But our list is no longer restricted 
to these alone 

As new eating habits have developed, there has been a 
in New England similar to that which has taken 
Mrs. Homemaker 


canned, frozen 


change 
place in the rest of the United States 
uses more of the readily prepared foods 


To lend distinctiveness to her own cooking, she 
This 


To enhance the 


or Mixes 


increases the seasonings or adds different seasonings 


results in a more diversified menu 


appeal, garnishes like paprika, basil and parsley become part 
of the dish. Also, seeds such as sesame, caraway and poppy 
and herbs like rosemary, thyme and savory have a prominent 
place in the modern kitchen cabinet 

A whole line of dried flakes 
green bell peppers and vegetable flakes vie with chopped 
And finally, Mrs. New 


discovering the intriguing dishes of other nationalities 


celery, onion, garlic, red and 


up farm products Englander is 


ind 


other localities in her use of such previously unknowns, to 


her, as crushed red pepper, oregano and chili powder 
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CLASSIFIED ADVERTISEMENTS 
Rates Single Column 

2” $11.00; 3” $15.00; 4” $18.00 
Situation Wanted Se per word $1 minimum 


$6.00 


UNIO 


Rebuilt 
Machinery thes 


Established 1912 


Modern Rebuilt Machinery 
At Fraction of Actual Value 


Act Now For Choice Selection 


Burns and Lambert Roasters, all sizes. 
Bauer 3-Bag Radiant Ray Roaster. 
Burns 25 Granulator, 4000 Ibs. per hr. 


cap 
Burns ##7 Coffee Roasting Unit. 
Burns Coffee Grinder. 
Resina S, LC, RUI20; Capem Cappers. 
Mikro 3TH, 3W, 2TH, ISH Pulverizers. 


Pneumatic, Pony, World, Ermold 
Labelers. 


Knapp, Burt Wraparound Labelers. 

S. & S. Model BI Auger Transwrap Filler. 
Whiz Packer, Triangle Volumetric Fillers. 
Triangle G2C, A3A Elec-Tri-Pak Fillers. 
S. & S. Gi, G2 and HG8B Auger Fillers. 


Amsco, Doughboy, Wrapade Bag Seal- 
ors. 


Standard Knapp 429, Ceco Cartoners. 


Package Machy. Hayssen, Oliver, Hud- 
son Sharp, Miller, Scandia Wrappers. 


IMMEDIATE DELIVERIES 


Write, Wire, Phone Collect 
For Full Details and Prices 


UNION STANDARD EQUIPMENT CO 
318-322 Lafayette St., New York 12, N. Y 


BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


Spices: by JOS. K. JANK 
Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 


Price $3.00 


Write to The Spice Mill Book Department 
106 Water Street New York 3, N. Y. 
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“Penny Universities” | 
and the part coffee 
played in education 


In the days of Robinson Crusoe’s creator, Daniel 
DeFoe, coffee houses in London sold only coffee 
—and that for a penny a cup! These houses, 
sometimes referred to as clubs, attracted men 
famous in literature. DeFoe and others such as 
Johnson, Addison and Steele, Pope and Gold- 
smith made them centers of wit and learning. 
Eventually these coffee houses became known as 
“penny universities’ because one could acquire 
so much knowledge for only the price of a cup 
of coffee. 

The days of the penny cup of coffee are gone 
forever—but the coffee break remains an insti- 
tution. 

Since Otis McAllister was established in 1892, 
its policy has always been to import as many 
varieties of high grade coffee as possible. To gain 
that end the company maintains 18 offices in 
Central and South America, staffed with experts 
who are experienced in every phase of our great 
industry. Through these offices, and other affilia- 
tions, the company imports more than 100 types 
of coffee—coffee to meet the specifications of 
any roaster. 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS CARMENCITA 
MANIZALES « ROLLO BUCKS 
OTIS MEXICANS * CENTRAL AMERICANS 
VENEZUELANS AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS MSALLISTER 


SAN FRANCISCO 4 Established 1892 
310 Sansome St. 


NEW YORK 5 
129 Front St. MEMBER OF VCAN 
NEW ORLEANS 12 
322 Magazine St 
CHICAGO 10 

510 N. Dearborn St. 
HOUSTON 

1 Main St. 

LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS 2 

216 S. 7th St. 
TORONTO 2 

228 King St., East 
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